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FLUORESCENT PLASTICS 


STRUCTURAL BENDS 


Fluorescent Plastics with the “fire edge” glow. 
The latest development in the plastic field 
makes possible new exciting effects in Win- 
dow Displays... Counter Displays ... Signs— 
Light weight ... Easy to fabricate ... Inexpen- 
sive ...can be used over and over again. 





















Fre @ SAMPLE and FREE 


BROCHURE. Six large pages 

.. details... prices... ideas 
how to use these new mate- 
rials in the window...on the 
counter...everywhere. Write 
for your free copy today. 


6 WINDOWS IN A ROW AT SAKS FIFTH 
AVENUE ¢ DESIGNED AND PRODUCED BY WLS 


STRUCTURAL BENDS 


TEMPERED MASONITE 


e A new exclusive process produces Bends in genuine 
strong, smooth tempered Masonite ... designed to meet 
the requirements of modern construction for window 
and interior store displays, for industrial exhibits . 
for new construction ... for remodeling. A time-tested 
product...extremely practical... affording almost 
unlimited opportunities for creating outstanding display 
effects... modern... serviceable ... at low cost. 


FRE 20 page illustrated booklet showing the 14 
basic Structural Bends... how to use in con- 


structing . . . window backgrounds ... interiors . . . dis- 
plays... signs... Write for your free copy today. 
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DISPLAY WORLD 


FROM THE METRO-GOLDWYN-MAYER 
$3,000,000 TECHNICOLOR PICTURE 


copyrighted story by L. Frank Baum 


Stensgaard Offers 
EXCLUSIVE TO ONE STORE IN EACH CITY 
A COMPLETE TOY DEPARTMENT — 
WINDOW AND DISPLAY ATTRACTION 


See this greatest of all Christmas Shows 


All properties designed and produced 
under exclusive display license agreement 
with Loew's, Inc. 


Write or wire to our Chicago or New York 
Office . . representatives now ready to see you. 


W. L. STENSGAARD & ASSOCIATES, INC. 


346 N. JUSTINE AVENUE CHICAGO, ILLINOIS 
NEW YORK OFFICE: ROCKEFELLER CENTER 
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YOU WILL SEE AND REMEMBER FLUORESCENT LIGHTING 
AT THIS FAIR! YOUR CUSTOMER WILL SEE AND REMEMBER 
FLUORESCENT DISPLAYS IN YOUR STORE AND WINDOWS— 
YOU WILL SAY "LET'S HAVE IT NOW!" 
YOU WILL HAVE DIFFICULTY FINDING IT, BECAUSE IT'S SO NEW. 



































ENGINEERED BLISS DISPLAY CORPORATION HAS “FLUORESCENT DISPLAYS" DESIGNED IN 
ee FOR YOU NOW, READY TO INSTALL IMMEDIATELY. SEE THE ean 
ONLY "FLUORESCENT DISPLAYS" IN THE WORLD IN OUR 
NEW FLUORESCENT SHOWROOM OF TOMORROW. 







BLISS DISPLAY CORP., 460_WEST 34th STREET, NEW YORK CITY 
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DISPLAY FIXTURES FOr 
TODAY AND TOMORRO 


Exquisitely lovely faces . . . bodies that sing of graceful 
movement . . . glorious creations by a great artist to 


give to fine fashions even greater allure. 


All the new models now on view. 


JAS. B. WILLIAMS, ine. 


498 SEVENTH AVENUE, NEW YORK CITY 
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THE COVER 


"Changes in display are, | believe, but a rec- Fluorescent lighting in connection with display Samuel Blum, display director, Bloomingdale's, 
New York City, dispensed with mannequins in an 


ognition of changes in public tastes, needs, and is one of the most interesting subjects for the dis- ! j / , J . 

demands. If we turn back to displays of even playman who is seeking the latest developments ingenious fashion Promotion subtly entitled “You 
r i i ee yen i DISP In These." The riding habit is filled out with a 

two years ago we can easily recognize the very in the field. In the August issue, LAY moulded form of chicken wire mesh painted in 


rapid progress in this field of specialized adver- WORLD brings you a feature article by C. T. the predominating costume color to render it as 


tising. Displaymen have found, and always will Masterson, General Electric Company, who unobtrusive as possible. Thus it takes the pose 
find, ways of producing better selling displays re- oints out in an authoritative manner the ad of an actual figure as it straddles the tan leather 

co ° 2 9 ae aidan P : e manner the G@ap- saddle suspended from the ceiling—the tilt of 
gardless of business conditions and even cur- tations of fluorescence to displays of various the hat and the position of the hands building 
tailed expenditures."—George W. Westerman, types... . In addition, twenty other timely fea- UP the illusion. The horse is merely a head and 


Th ; , arched neck of brass wire fastened to the saddle 
e Commonwealth & Southern Corporation, tures go to make the August number one you'll in front of the costume, strikingly set off by the 


Jackson, Mich. refer to frequently. all-black fabric background. 
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Lissest Attendance In Decade 
For ..A.D.M. Convention 


. . . Joseph McCann Elected President . . . National Headquarters 


The attraction power of an interesting 
convention program, the New York World’s 


‘air, and New York City windows com- 
bined to draw an outstanding attendance for 
the forty-second annual convention of the 
International Association of Display Men, 
held June 25-29 at the Hotel Astor, New 
York City 
into the exhibit area in a steady stream, 
and at the end of the four day period it was 
estimated that nearly 3,000 persons had seen 


Delegates and visitors poured 


the displays of some sixty exhibitors. The 
attendance was the best of any I. A. D. M. 
convention for the past decade, and most of 
those who showed their wares expressed 
themselves as more than satisfied with the 
number of personal contacts they were able 
to make; many of the manufacturers and 
jobbers reported a considerable amount of 
merchandise actually sold from the floor. 
Probably the most important individual ac- 
tion taken by the delegates was electing Jos 
eph B. McCann, S. Kann Sons Company, 
Washington, D. C., to the presidency of the 
McCann, one of the = “old- 
timers” in the field, was elected by acclama- 


association 


tion, and immediately announced his inten- 
tion to formulate a program of economy and 
advancement for the association. His first 
move was to arrange for the transfer of the 
national offices from St. Louis to Washing- 
ton, where he will be able to give more 
attention to association affairs. Syl C. 
Rieser, who has been executive secretary ot 
the I. A. D. M. for nearly four years, con 
tinues in that position and will move his 
family to the national capital. The offices 
will probably have a rent-free location in 
the Board of Trade building, which, with 
clerical economies made possible by the 
change, will result in a monthly saving to 
the organization of approximately $100. 

The other officers appointed—all un 
opposed and elected by acclamation—were 
as follows: first) vice-president, Ray W 
Parks, Leavitt Stores Corporation, Manches 
ter, N. H.; second vice-president, D. A 








To Be Moved To Washington, D. C.... 





—Joseph B. McCann, S. Kann Sons Com- 
pany, Washington, D. C., newly elected 
president of the |. A. D. M.— 


Ferguson, S. L. Bird & Sons, Detroit; third 
vice-president, Joseph IF. Bronsing, Bry 
Block Mercantile Corporation, Memphis; 
treasurer, Richard A. Staines, Vandever Dry 
(goods Company, Tulsa. The board of direc- 
tors for the following year is made up of 
Erwin A. Hiffman, retiring president, St. 
Louis, chairman; first district, John Me- 
Carthy, Brown Durrell Company, Boston; 
second district, Walter Fagan, New York 
City; third district, Sanford RR. Wilson, 
Florida Power & Light Company, Miami; 
fourth district, Everett W. Quintrell, Elder 
& Johnston Company, Dayton; fifth district, 
Joseph Apolinsky, Loveman, Joseph & Loeb, 
Birmingham; sixth district, Robert O. John- 
son, Commonwealth Edison Company, Chi- 
cago: seventh district, George H. Wagner, 
Ls 


Brandeis Company, Omaha; eighth dis 








trict, Harold Kneeland, Rothschild’s, St 
Paul; ninth district, L. L. Wilkins, Okla 
homa City; tenth district, Ed Sherwood 
Sherwood Display Service, Cody, Wyo. 
eleventh district, John Flotten, Harris & 
Frank, Los Angeles. 

As tor the “theme” of the convention, it 
is difficult to point to any one distinet 
trend. Some speakers praised displayme: 
for the progress they are making as met 
chandisers; others blamed them for lack ot 
ability as businessmen; some complimented 
them on their achievements in inculcating 
showmanship into their windows; others 
cautioned against too much showmanship at 
the cost of detraction from the merchan 
dise. It was pretty much a case of “you 
pays your money and you takes your 
choice.” On the whole, some really con 
structive ideas were offered by the staff ot 
speakers, as can be seen from the excerpts 
of their talks in this issue. Attendance at 
the educational sessions was about the same 
as in past vears, ranging from about 300 at 
the opening meeting to as low as eighty for 
the following morning's program. 

Ideas were plentiful in the exhibit area, 
the manufacturers and suppliers of display 
materials and equipment coming through in 
their usual excellent style. While the num 
ber who had booth space approximated that 


—Left to right, Richard A. Staines, Vandever 
Dry Goods Company, Tulsa, treasurer of the 
1. A. D. M.; Erwin A. Hiffman, St. Louis, |. A. D. 
M. ex-president; Warren Bacheller, president, 
International Display Executives Association, 
New York City; Dana O'Clare, display direc- 
tor, Lord & Taylor; Irving Eldredge, display 
director, R. H. Macy & Co., and convention 
chairman. ... A. Greenblatt, Dallas, and Mrs. 
Greenblatt; Mrs. Albert Bliss; Joseph B. Mc- 
Cann, display director, S. Kann Sons Company, 
Washington, D. C., and newly elected presi- 
dent of the |. A. D. M.; Mrs. McCann; O. D. 
Grimes, display director, Palais Royal, Wash- 
ington, D. C.; D. Weinberg, and B. Slang. ... 
(All photographs by courtesy of Roman Color 
Service, New York City) — 
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—At the cocktail party: Carl Shank, Silvestri 
Art Manufacturing Company, Chicago (seat- 
ed) watches the merriment; Syl Rieser, execu- 


tive secretary of the Il. A. D. M., is in the 
central background, his face just showing 
above the waiters head; at the right, standing, 
is Frank G. Bingham, Robertson Brothers, South 
Bend, Ind.; Everett Quintrell, Elder & John- 
ston Company, Dayton, Ohio, is seated at 
Bingham's left... . In this view of a portion of 
the speakers’ table at the Tuesday luncheon 
meeting, Miss Helen Cornelius, promotion 
and publicity director, Elizabeth Arden, Inc., 
apparently gets off a honey at the expense of 
Tom Lee, Bonwit Teller, who served as chair- 
man of the day. At the left is Miss June 
Hamilton Rhodes, managing director, Bureau 
of Fashion Trend; Carl Haecker sits at the 
extreme right, and next to him is Miss Ethel 
Lewis, American Institute of Decorators— 


that 
the size of the exhibits considerably 
smaller than usual. This was due to the 
fact that many of the exhibitors have head- 
quarters in New York City and encouraged 
visits to their showrooms, rather than using 


of other years, it was very noticeable 


Was 


large booth space as would have been neces 
sary otherwise. 

One significant feature of the convention 
was the cooperation of some of the leading 
Fifth avenue displaymen in the handling of 
the program, and serving as chairmen of 
the day. It was the first time that they had 
made their help available to an I. A. D. M. 
convention, and much credit for securing 
their aid is due to the members of the Inter 


national Display Executives Association, the 


New York City organization which collab- 
orated with the I. A. D. M. in staging the 
affair. Seven of the Fifth avenue’ men 


planned special lobby displays which caught 


through thei 
spirit of whimsy and fantasy \s an exam 
Reilly, Bergdorft 


its principal 


the imagination of delegates 


ple, one display by John 


Goodman, Ince., had for figure 


a skeleton bearing a sprig of green between 


its Jaws; below it was a quotation of Gen 
eral Franco: “Now that the fun of war is 
over, we must rebuild what is left.” Another, 


by Tom Lee, Bonwit Teller, Inc., showed the 
“first 


head 


display’—a huge green snake whos« 


consisted of a hand holding a_ large 
Hal Williams, B. Altman 


& Co., consisted of a papier mache feminine 


red apple. One by 
bust with several heads, to illustrate Tenny 
son's: “Woman is 
ble.” The 
treat in 


various and most muta 


entrance to the exhibits was a 


itself, the walls consisting of whit 


Buttress Board with a cerise trim. 


Fairly good attendance was recorded tor 


the various “display clinics,” in which dele 
gates were taken through the display depart 
well-known metropolitan 
stores. \s an forty 


visited Bloomingdale's department 


ments of various 


example, displayvmen 
Registrations progressed busily on 
ot the dele 
early in order to 


Ope 1 
ing day, Sunday, June 25, many 


gates arriving in the city 


—Vernon Jones, W. L. Stensgaard & Asso- 
ciates, Inc., Chicago, talks things over with 
Carl V. Haecker, Montgomery Ward & Co., 


Chicago. . . . Center photograph shows C. 
N. Nichols, executive director, Merchants 
Association of New York, and F. J. H. 


Kracke (speaking), chairman of the Board 
of Assessments, both of whom welcomed the 
delegates to New York City; Irving Eldredge 
is seated at the speaker's right, while War- 
ren Bacheller is standing in the rear. ... 
At right, Erwin Hiffman responds to the 
welcoming addresses— 





at the World's Fair. The 


formal program got unde 


put in the “off day” 
way the tollowing 
Irving eld 


Macy a 


morning, being opened by 
> 


redge, display director, R. H 


New York City, convention directo Ke ld 
redge introduced Warren Bacheller, presi 


| 


who in turn presented 


dent, I. D. EF. A., 
Pe J Fi 


\ssessments, 


chairman of the Board of 
York ¢ itv, who extended 
Mavor Fiorello La 
executive director, 


New York, told 


holding the convention in 


Kracke, 
New 
behalf of 
N Nichols, 


\ssociation of 


a welcome on 
(;uardia. 
Merchants 
the delegates that 


New York City would do much to help dis 
pel the idea that the metropolis is a “cold 
blooded town.” \ third welcome to the 
delegates came trom Bacheller, who spok« 


for the I. D. Fk \ 
Hiffman, 
with a 


president, I. A. D. M 


talk in 


erwin 


responded briet which h 
display advantages ol 
World's Fair I | 
New York 


group for its help, and singled out Eldredge 


mentioned the 
New York City 


expressed his 


many 
and the 
gratitude to the 


members 
efforts t 


committee chairmen and 


thanks for 


and the 


for particulat untiring 


make the convention a success 
Emily Woods, director of supervised tours 
of the World's Fair, was the next speaket 


She described the interesting use of old ma 


terial in new ways at the fair, the exciting 
use of new display materials, lighting, and 
the like, and outlined something of the spe 


cial tour of the fair which was proposed for 
Wednesday 


Bacheiler 


alternoon 
(Clare 


Taylor, who spoke 


then introduced Dana 


display director, Lord & 


on “Displays of Tomorrow.” To the dis 


appointment of the audience, which had 











—Erwin Hiffman and Robert O. Johnson, Com- 
monwealth Edison Company, Chicago, get to- 
gether for a chat during the banquet and 
dance; the head in the lower right foreground 
is that of Donald A. Ferguson, S. L. Bird & Co., 
Detroit. . . . Center photograph, second from 
the left is E. L. Kemper, McLellan Stores, Inc., 
and treasurer, |. D. E. A.; in white, Warren 
Bacheller; at extreme right, Mrs. Elsa K. Noice, 
member of the |. D. E. A. and official secre- 
tary for the 1939 convention. ... It's Hiffman 
again, this time talking to W. L. Stensgaard, 
president, W. L. Stensgaard & Associates, 
Inc., Chicago, and Clement Kieffer, The Klein- 
hans Company, Buffalo— 
hoped tor a lengthy discussion ot the sub 
O'Clare tabloid 
fashion. He opened his talk with the asser 
that “the 
longer a stooge for wise-cracks about ‘win 
that 
forward 


ject, made his remarks in 


tion displayman’s trade is no 


dow trimmers,” and went on to say 


the future will witness great 
for the field 
“Architecture 
leading roles in the future of display. We 


steps 
Among the points mentioned 
will 


were play one of the 


will see that windows will eventually ‘open 


up’ to larger space—higher and much deepet 
The use of color will receive more attention 
Fluorescent lighting will be used. Spot 
lighting 


as. functional 


will become decorative as well 


Glass, wood, Lucite and 


‘Christaplem’ (a French product de 
scribed on page 64 of the June issue of DIS- 
PLAY WORLD) will be used more interest 
There will be other 


Kor example, | 


new 


ingly and effectively. . 


developments. want some 


way of setting a mannequin in mid-air so it 


will stay there without the use of ‘invisible’ 


wires The World’s Fair will give us 
splendid inspiration.” 

O’Clare’s short talk concluded the initial 
session. A round-table discussion on win- 
dow display from the national advertiser's 


standpoint, which had been scheduled tor 
Monday afternoon, was not held. 

Details of the cocktail “get together” party 
held Monday afternoon are probably a little 
hazy in the minds of a number who attended 
the affair. purpose 


However, it served its 


with hundred 


Martinis 


as an “ice breaker,” several 


rejoicing in an abundance of free 
and Manhattans. 

It is unfortunate that more delegates were 
not on hand to hear a very excellent address 
given Tuesday morning on “The Possibili- 
ties of Screen Process to the Display Field.” 
The speaker was Bert Zahn, sales manager, 
graphic arts division, Sherwin-Williams 
Company, Cleveland, who also is chairman 
of the process division of the National Sign 


DISPLAY WORLD 


\ssociation. A demonstration of the use 
of screen process was included by Zahn, who 
told some seventy-five displaymen : 

“First, let's go into the history of process. 
It was first used commercially in the United 
States about 1910. About 1919 it 
to reproduce display cards. In the past ten 
all-round 


was used 


used as an 


years it has been 

means of reproducing with color on most 
any surface for short runs. The greatest 
advances have been made in the past five 


with the introduction of machines to 


up to 2,000 impressions per hour. 


vears, 
produce 
The investment for equipment is the smallest 
part of the expense, as practically everything 
ordinary work 1s comprised in 
the frame, silk, and 

“Now, just where does screen process fit 
field? First let me 
for the large users of displays, where 


needed for 
squeegee, 
into the display state 
that 
multiple color work and out of the ordinary, 
artistically fabricated products are desired, 
the large process and display manufacturers 
produce a superior product due to their past 
experience, plus trained and experienced 
help, plus elaborate equipment. 

“For handle the 
advertising and display work tor department 


there is a detinite place for 


those displaymen who 
or chain stores, 
work. The average 
store has a This card writer 
can also do the screen work. He can turn 
out. the interior 
signs, and processed displays. 


screen process in thei 
card writer. 


window sale streamers, 
He can place 
the name ot his firm on such articles as 
tov wagons, scooters, vacuum cleaner bags. 
ete During the various holiday and_= sea- 
can process the major part 
lettering items and 
During the Christmas sea- 


make up the 


sonal sales he 


ot his display cards, 


prices by hand. 
invaluable to 


son, process 1s 


many decorations, also window 


backgrounds can be screened and flocked for 


necessary 


very attractive settings. 

“While on flock, let me explain that flock 
fibre thread of rayon 
in various lengths. 


isa wool, cotton, or 
It is applied to a syn- 
thetic paint adhesive by a special type of 
air gun to give a cloth or nap effect to all 
or part of a display. 

“The first requisite for screen processing 
On this is 
stretched a piece ot silk. 
The stencil is cut from a sheet of prepared 
lacquered film and mounted to this silk. A 
special paint is placed on this silk with the 
stencil attached and rolled over the stretched 
silk, thus forcing the paint through the open 
Of course 


is a wood frame of soft lumber. 
bolting cloth or 


portions of the design or stencil. 
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there are other ways to prepare the scree: 
or stencil, but the above procedure is screer 
process reduced to its simplest aspect. 

“How much will it take? How 
much of an investment will it require, and 
who will do the work? First, as to space, 
a corner 10 by 12 feet is all that is necessary 
Second, $100 will buy all necessary equip 
ment and materials. Third, your card write: 
or sign man can do the work.” 

A luncheon was given at the Orangerie 
Hotel Astor, Tuesday, for the members ot 
the Women’s Auxiliary of the I. A. D. M 
Mrs. H. R. Kreitz, St. Louis, presided. 

The I. A. D. M. luncheon meeting o1 
Tuesday had for its chairman Tom Lee, 
display director, Bonwit Teller, who spok« 
briefly on the work of displaymen in creat 
ing a new type of display of which the publi 
is becoming increasingly more aware. “This 
‘arty,’” he said, “but it is 
artistic. Each store has its own display 
problem, and should attempt to apply its 
own display ‘minds’ to its peculiar problems 
Displaymen are emerging from the ranks ot 
even 
the displayman 
and let 


space 





display is not 


copyists, but they must become more 
original.” He added that 
should “take the merchandise first, 
the whole display idea spring from it. 

Displaymen should have their 
displays when approaching the other execu 
tives of their company—they should ap- 
proach them as a salesman rather than an 


reasons for 


‘arty’ decorator.” 

Lee introduced Miss Ethel Lewis, membe: 
of the American Institute of Decorators, 
New York City, who spoke on “A New Era 
She declared that the public ts 
becoming more conscious of the proper use 
that in connection with the 
current interest is being shown in 
the new yellows and olive green. “It must 
be remembered,” she said, “that some colors 
are not adaptable to individual stores, and 
the display director must use good judgment 
However, vel 


in Color.” 
ot color, and 


cycle, 


in applying color treatments. 
low and green will have a vogue in the next 
were using many 


two years. Last year we 


plums and purple tones, but that is now 
changed. We have passed pretty well 
through the rust and green era, also the 


white era, so we go on and become more 
individual in our choice of color, fitting it 


to the person or the problem involved.” 


Miss June Hamilton Rhodes, managing 
director, Bureau of Fashion Trend, New 
York City, spoke on “The Promotional 


Value of Fashions.” She explained the title 
by saying that fashions help move merchan- 
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dise more rapidly. “Its promotional value is 
usually the appeal to the store, but it is 
especially valuable as a ‘talking point’ for 
display.” Miss Rhodes protested vigorously 
against Over-promotion of fashion merchan- 
dise and expressed her regrets at the under- 
promotion of staples, saying that “we don't 
get the right follow-through on such promo- 
tions.” She went on to say that display 
has got somewhat out ot hand and _ that 
stores are displaying fantasy, amusement, 
and the like rather than merchandise, and 
that this trend must be guarded against. “It 
is quite likely that stores change their dis- 
plays too rapidly,” she added, and suggested 
that it might be wise to leave merchandise 
on display as long as it continues selling 
well. 

Miss Helen Cornelius, promotion and pub- 
licity director, Elizabeth Arden, New York 
City, chose for her subject, “Fun, Facts and 
Fashions in Cosmetic Displays and Promo- 
tions.” She prefaced her remarks with the 
statement that the present time is display’s 
“day,” and that displaymen should take ad- 
vantage of the many opportunities it offers 
for advancement. She went on to advocate 
the occasional use of humor in display, but 
cautioned that there is only a thin line ot 
demarcation between the humorous and the 
ridiculous and that such displays must be of 
the former classification. She said that for 
the display of beauty preparations, the set- 
ting must begin and end with beauty, and 
that complete harmony must be employed 
just as for other displayed merchandise. 

Carl V. Haecker, Montgomery Ward & 
Co., Chicago, closed the meeting with a few 
of his lusty stories and announcements for 


future sessions. 


—Joe McCann stops for a chat with Max 
Mayer, Greneker Studios, New York City, 
whose face is practically obscured by the 
unidentified person in the foreground. ... At 
one of the banquet tables: left to right, 
George Eckhardt, and Stewart Kintner, both 
of Fowler, Dick & Walker, Wilkes-Barre, Pa.; 
Carleton S. Edwards and Stanley G. Selig, 
both of Halifax, Nova Scotia; John Brown and 
Neil Ferguson, both of Lord & Taylor, New 
York City; R. C. Kash, editor, DISPLAY 
WORLD. Russell M. Day, Lord & Taylor, 
and Walker Armington III, Dennison Manu- 
facturing Company, Framingham, Mass., were 
also in this group but do not appear in the 
photograph. .. . Voted the most beautiful girl 
at the convention, Miss Kay Mullane (Miss 
Minneapolis) drew many a masculine visitor to 
the booth of the L. A. Darling Company, 
Bronson, Mich.— 
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Miss Margaret Klein, at a special meet- 
ing Tuesday afternoon, discussed “Govern- 
ment Activities in the Display Field.” Miss 
Klein, who is supervisor of display for the 
Department of the Interior, Washington, 





—Bert Zahn, sales manager, graphic arts 
division, Sherwin-Williams Company, Cleve- 
land— 


told how governmental display simply tries 
to sell an idea, just as is the case with 
retail display. She explained something ot 
the department's operation, difficulties en 
countered, and plans for the future. 

Carl Haecker, at the same meeting, gave 
a summary of the I. A. D. M.'s “Window 
Display Analysis” committee's report, from 
which the following excerpt is taken: 

“Realizing the purpose of the I. A. D. M., 
Erwin A. Hiffman, president, thought it wise 
to appoint a committee to study the possi 
bilities of a formula for evaluating window 
displays. Sixteen months ago, four men 
were appointed to serve on this committee 
Vernon H. Jones, W. L. Stensgaard & 
Associates, Chicago, chairman; Carl \ 
Haecker; John J. Doran, Garrison-Wagnet 
Company, St. Louis; Syl Reiser, executive 
secretary, 1. A. D. M. Later one additional 
member was added, William Campbell, Car 
son Pirie Scott & Co., Chicago. This gave 
the committee representation from a metro 
politan department store, chain department 
stores, a merchandising organization, and a 
display manutacturer, as well as the I. A 
Id). M. headquarters. 

“At the first meeting of the committee it 
was agreed that we could not hope to de 
velop an absolute formula because of the 
variables and intangibles that enter into the 
success or failure of every window. How 
ever, it was seen that in spite of these 
















variables and intangibles, there could be 
some sound approach to a workable plan so 
that each store might determine important 
factors of its own which would contribute 
to a formula for maximum results. Thus, 
instead of attempting an absolute formula 
we would work out the nearest approach to 
it—a “Window Display Analysis’—which 
would create a means for every store to find 
a formula of its own to meet its own con 
ditions, and adjustable enough to meet the 
changing trends. 

“It was agreed that the following steps 
would have to be taken in making a study 
which would lead to this window display 
analysis that would be a summation of all 
our findings and experiences. And when 
we say our, we mean yours as well. So tar, 
the committee has dorfe as follows: 

“Step l1—was to report our recommenda 
tions to the president and members of the 
I. A. D. M. This report was submitted and 
the recommendations approved at the Wash 
ington convention, June, 1938. 

“Step 2—to report progress and submit 
a cooperative plan of research Jones, 
Haecker, and Campbell in charge—this to 
be presented at this 1939 convention here in 
New York. 

“Step 3—to be a compilation of the results 
of the cooperative plan of research which 
eventually will be released in book form 
John Doran and Syl Reiser being respon 
sible for that part of the assignment 

“At the Washington convention your com 
mittee made its first report of progress. At 
that time it was pointed out that we could 
not hope to develop an absolute formula 
because of variables and intangibles which 
enter into the success or tailure of every 
window. These variables and intangibles 
included store character, store polte ies, met 
chandise appeal, seasonal demand, price 
lines, weather conditions, location of win 
dow, customer peculiarities, etc. No mat 
ter how effective a display might seem to 
be. unless these influences were favorable, 
the response might be far from satistactory. 
On the other hand, it appeared equally true 
that some displays gain good results for 
unknown reasons, even though their plan 
ning and execution violate all accepted 
principles of display and selling technique 
Your committee, therefore, concerned itself 
chiefly with the tangible items in preparing 
its preliminaries—tangible items that can 
be checked, and recommended that its re 
search extend only to a window display 
[Continued on page 44] 
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Color. Variety and Contrast 
Mark New York Windows 


By KATHLEEN RIVERS 
Worsinger Window Service, New York City 











































































\ction speaks louder than words back of © shirts, supplemented by a similar assortment use of amusing wooden mannequins wit 


the plate glass of New York's midsummer © on the tilted plateau of green painted wood. egg-shaped wooden heads and bright bur] 
displays where sport-conscious, fun-loving The background is done in cool aqua, with — coiffures, plus the bright, flat colors us 
\merica can visualize itself in the correct the floor finished to match and strewn with throughout, gave the windows a story bo 
fashion for nearly every seasonable pastime peat moss sprayed in white and suggesting appeal that proved attractive to spectat 
from high-diving to riding the roller either snow or cool white pebbles. Dana _— of all ages. 
coaster at the popular amusement centers. O’Clare is director of display. Bearing its gay crew of wooden-ta 
Color, variety and contrast mark these Under the quiplike heading, “All's White = glamour girls (and a seafaring wooden t 
sporting motifs, with a huge tennis racquet with the World—when you wear breeze-cool rier), the sailboat hull is white paint 
dominating an entire window on one hand white rayon sharkskin,” Display Director wood with a blue duck sail fastened 
and miniature mannequins in action on a Jerome Walter of The Namm Store, Brook- white cotton cord to the red painted ma 
miniature tennis court on the other. Under Ivn, created a breezy nautical setting as The floor is painted bright blue to simulat 
sea effects in the presentation of bathing = cne of a group of summer fun windows. The — the ocean, with wavelike ripples cut out 


and beach fashions have taken on new in 
spiration, with the mannequins appearing 
like so many mermaids against shimmering 
curtains of “Pliofilm” in undersea colors and 
surrounded by great conch shells and way 
ing subterranean foliage. 

\n unusual shadowbox treatment carried 
the sports and travel atmosphere for a series 
of Lord & Taylor windows highlighting 
vacation-bound apparel for women and 
“Distinct Favorites” in shirts for men, as 
featured in the first photograph. Shaped like 
a fat, puffy cloud, the unit is of white wall 
board about 6 inches in depth and partly 
covered with a black and white photo blow 
up of a fashionable beach resort—the entire 
surface then picked up with sporting sketch 
es in bright blue and white paint. Within 
the circular opening is the small profile cut 
out of a man’s figure clad in bright slacks, 
illuminated by concealed light from the top 
of the shadowbox. White cotton cords, ra- 


diating from its base to the window fore- Bo. 
grounl an! spanning a heap of masculine 
emer 





luggage, display a number of styles in men’s 








beaver board and finished in a lighter blue 
The sprightly wooden fish balancing on their 
tails are the same tone of blue as the floor, 
with accents of light green. A cool aqua 
blue is used for the background with a 
single white wall board cloud drifting across 
it. 

“By popular acclaim—return engagement 
of ‘Psyching Summer’ windows designed 
and annotated by Bernard Sanders and 
Gladys Schultz” reads the card announce- 
ment in a second presentation of these 
tongue-in-the-cheek surrealist fashion win 
dows at Bonwit Teller—a follow-up on last 
year’s phenomenally successful showing ar 
ranged by Tom Lee, display director. 

In this setting (first photograph on page 
9) the mannequin is half buried under a pile 
of junked typewriters, from which she 





—Above is an interesting shirt display by 
Dana O'Clare, Lord & Taylor, followed at the 
left by a setting by Jerome Walter, The Namm 
Store, Brooklyn. . . . (All photographs by 
courtesy of Worsinger Window Service, New 


York City) — 
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emerges extending yearning arms toward the 
other side of the window where a sylvan 
mood prevails. A great bale of hay is 
swung from overhead on a thick hemp rope 
with a second bale spilling loosely out on the 
floor below. Hats made entirely of clusters 
of bright fruit and berries are spaced here 
and there with odd bunches of the succulent 
fruits. The plump stuffed rooster and his 
busy mate and the two eggs, apparently 
fresh laid, stress the contrast between the 
rustic life and the commercial world as rep- 
resented by the many typewriters. “Psyched” 
by an expert, this window is interpreted as 
follows: “Buried Alive? Up to your neck 
in mechanistic civilization? Does your 
wistful psyche yearn for tender colloquy 
with a cow? Have you a Suppressed De- 
sire for a potato patch? If your Nostalgia 
for Naturalism is getting the best of you 
why not try Fruit-and-Flower Therapy on 
Your Fevered Brow 2?” 

Sleek brown plush seals busily engaged 
in scrubbing themselves in a melange of 
soaps, soap powder, scrubbing brushes, and 
wash basins under the bright glare of a 
spotlight affixed to a shower that streams 
with ropes of pearls is another of the 
“Psyching Summer” windows in the series 
recently presented by Tom Lee for Bonwit 
Teller. Sanitized shoes intermixed with the 
scented soaps and powders scattered on the 
mirror floor supply the riddle here, which 
the show card text explains as follows: 
“Soap and Water Psychosis has become a 
national monomania since the nose was in- 
troduced to the public consciousness. Now 
Flower-Fresh Sanitized Shoes take the final 
step in coddling your complex and pamper- 
ing your toes in Olfactory Bliss.” 

Such dramatic spectacles as a man in eve- 
ning clothes jumping through a_ pearl- 
studded hoop at the bidding of a lovely 
lady in white, or a glamorous figure in 
scarlet dinner dress in the center of a prize 
ing, waving gilded boxing gloves over the 


—Two of Bonwit Teller's series of ''Psyching 
Summer" displays are seen in the first two 
photographs; Tom Lee is display director. . . . 
This is followed by a window by Hal Williams, 
B. Altman & Co., in which a roller coaster 
serves as a display background. . . . Sidney 
Ring, Saks-Fifth Avenue, did the display at 
the immediate right— 
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prostrate form of a black stuffed dummy- 
all have their interesting and ingenious ex- 
planations and have proved so entertaining 
to the public that this series has also been 
held over by popular demand. 

With a gaily painted roller coaster ready 
to careen right out through the plate glass, 
Altman’s launches a brilliant and exciting 
stretch of fashion windows under the ex- 
uberant headline, “We Think the Fair is 
Fun.” This title in red block letters on 
a pleated white paper streamer was carried 
throughout the entire six windows, which 
as a group covered the more important 





thrills to be found at the great Flushing 
Meadows show. 

Here, the intricate, lacy structure of white 
painted wood which houses the roller 
coaster is outlined against a deep blue back- 
ground. The sledge-shaped wooden car, 
pitched at an exciting down-rushing angle 
for that first deep swoop, is finished in a 
carnival color scheme of bright yellow, tur- 
quoise, and red—the sides of the car in the 
red and the interior in turquoise by way of 
contrast to the predominating red of the 


mannequins gowns. The overhead sign with 
its red lettering warning, “Hold Your Hats” 

the bustle of anticipation indicated by 
the poses of the three well-dressed merry 
makers—provide a vicarious thrill for the 
window shoppers who pause at this window 
to relive their experiences on similar occa 
sions. 

“Fireworks Color in bright dinner trocks, 
casual enough to end up with a whirl on the 
roller coaster” reads the fashion text. The 
parachute jump, the shooting gallery, and 
the fireworks from the French pavilion are 
other highlights in this dramatic series by 
Hal Williams, display director 

Utterly charming in its simplicity and 
perfection of small detail was the final 
window on page 9, one of a series wher 
Display Director Sidney Ring, Saks-Fitth 
\venue, introduced a new high fashion colot 
“Sporting Pink.” Inspired by a new lipstick 
of the same name by Helena Rubenstein, 
each window had as its central theme a 
small tilted plateau in the form of a pat 
of red lips with the script-lettered title 


carried in white along the riser. 
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Alert Display Helps Chicago 
Combat Seasonal Doldrums 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


hotter 
asphalt 
giving way with a squish beneath the pres- 
heels . . . but inside the 
State street shop windows, displays are as 
cool and irresistible as a tall frosted drink. 
Looking in on the varied tableaux, the pas- 
serby can almost sense the salt seabreeze in 
his nostrils, feel the cool dark of a shady 


Knee deep in July pavements 


than the proverbial depot stove 


sure of relentless 


picnic grove, vicariously enjoy an iced lem- 
onade on a parasol-dotted terrace. 

White holds the 
vivid hues bow out in deference to less ther- 
pastels. A mint 
limetree, chartreuse, aquamarine, and Carib- 


fashion forestage and 


mal profusion of green, 
bean blue is splashed upon the scene 
echoing notes from the play-shores of the 
world. 

Mandel’s goes a step further than the rest. 
Manager Constance Christen draws 
attention to the store’s comfortable interior 
' Arctic (not illus- 
trated) each with a_ snow-steeped frosty 
forming the keynote for the 


Display 


by a series of settings 


igloo exhibit 
seen through its arched doorway. <A green 
neon sign over the entrance proclaims “Man- 
and at either 
posteresque cut-out Eskimo hold- 
ing a placard inviting the public to “Shop 
in Cool Comfort . Over 100 Departments 
( ompletely Air Cooled.” 

\nother of Miss Christen’s effective win- 
dows is devoted ‘to a display of lingerie, 


del’s Cool as an Igloo” 


side is a 


boudoir and lounging accessories, pointed up 
by an unusual background in the form of a 
great clock turquoise-tinted wall 
board, some 5 feet in diameter, with numer- 
als of blue dozen little hand- 
sketched fashion figures thumb-tacked on in 
On a step below 


“Mandel’s 


race of! 


vivid and a 


a march around the hours. 
the clock message, 


face is the 
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Lingerie, Your Constant Companion 24 
Hours a Day,” and placed well to the front 
a placard discloses that “Intimate Apparel 
Goes Around the Clock with Fashion.” 

To the south of the Loop, Display Man- 
ager George Behnke, Maurice L. Roths- 
child's, goes in for a touch of impressionism 
that is most arresting. Pictured here (first 
illustration) is the famous corner window at 
Jackson boulevard and State street, which 
depicts to the one side a section of a white 
frame house with a practical door and win- 
dow, and a painted flagstone terrace. The 
summer-suited gentlemen engaged in their 
own thoughts are orthodox enough, but the 
man in the double-breasted white jacket with 
terpsichorean inclinations is giving his un- 
divided attention to a head, a hand and eight 
yards of tulle, which, after all, is a fair sub- 
stitute for the proverbial “rag, a bone, and 
a hank of hair.” To the right end, we find 
a golfer, flanked by two active com- 
panions. He is minus a torso, but it’s prob- 
ably cooler that way! 


less 
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Also at Loop’s-end, Ray Bianchi, displa 
manager for Goldblatt’s, strikes a hot 
weather note with the beach-walk then 
used throughout his ready-to-wear prese: 
tations. (Second photograph.) Sun ats 
sand togs are shown on four action figur: 
clustered about a tilted board walk whi 
serves as a display table for bathing suits 
beach bag, and slippers. Side wall niches 
modern in feeling, and rubber 
frogs and floats add interest to the motit 
Over all hangs a lettered scroll 
“For Carefree Mid-Summer Days.” 

“Ensemble in White,” at the top of 
page 11, is one of J. W. Campbell's July 
triumphs for Carson Pirie Scott & Co. In 
the left panel, the white gowned mannequin 
leans against a snow-covered garden wall 
behind which a white-leaved tree and a lon 
bird flutter against a night sky. On _ the 
white-string floor covering, an 
table bears a pair of glamorous golden shoe; 
for the dance 
“Summer 


occasional 
reading 


seen 


occasional 


and some lesser accessories 
The half-hidden poster reads, 


White with Gold to Make You a 


The scene is balanced 


Snowiall 
Cool Ice Princess.” 
by a somewhat similar tableau at the right, 
the sign predicting, “Summer Snowfall Cool 
and Drifting to Wear on a Night of Moon 
and Stars.” 

Not pictured here, but well 
mention, are Campbell's Madison street win 
panels featuring outing Twin 
picnic background scenes, portrayed in min 
iature, are fashioned of grass-green plaste! 
board, upon which are mounted trees and 
fences, fallen logs, tiny rustic tables and 
benches, red-checked cloths, not to mentiot 
a generous” basketful of papier mache 
goodies spread out for the repast, looking 
for all the world as if should pounce 
right down and cut himself a slice of cake 


worthy ot 


dow togs. 


one 


—Immediately above, a display by George 
Behnke, Maurice L. Rothschild's. . . . At left, 
by Ray Bianchi, Goldblatt Brothers... . (All 
photographs by courtesy of Fred Kuehn, 
Photographers, Chicago) — 
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—At right and at lower right, two displays 


) by J. W. Campbell, Carson Pirie Scott & 
Co. . . . Center, by Paul Wertz, The Fair 
Store— 


In Campbell's next-door windows are two 
engaging modern masks of painted tin with 
the flattest of faces and the tallest of tubular 
necks. Yet, with their coral lips, their 
robin’s-egg eyes, their gold-and-flower-be- 
decked foreheads, they have a definite femi- 
nine appeal. One wears a complexion of 
chalk white, the other an outdoor brown 








Cards beside two assortments of cosmetics, 
artfully arranged on glistening tiers of glass 
shelves, advise “White by Night .. . For- 
mulas to Mask Your Suntan or Make-ups ot 
Fragile Beauty,” and “Gay by Day... Oils 
for a Golden Tan or Lotions to Give that 
Illusion.” 

we The final photograph shows a_ rhythmic 





array of illumined lamps, neo-classic in 
design, conceived by Campbell. Draperies, 
caught aloft in the alabaster hand of artistic 
destiny, find their graceful ways to the outer 
corners of the window to mantle the shoul- 
" ders ot the table-columns. Posts and mod- 
ern platforms add varying height interests, 
Ti and centered in the fore against a_back- 
ground of tiger-striped material is an inge- 
nious paper model of a lyre embracing a 
placard bearing the window motif, “Set to 
Music . . . Extravaganza of Tradition In- 
spired Lamps Done in a Sophisticated Mod- 
ern Manner . .. As Old and as New as 
‘Martha’ Sung in Swing Time.” 

Giving his window shoppers something “to 
look up to,” Paul Wertz, display manager, 
The Fair, places his “fashionable lady” on 





a white wood pedestal amid a colorful and 
balanced swirl of paisley and plain mate- 
rials caught high at the four corners. 
Streamer copy trailing from milady’s slipper 
heralds “High Fashion News in Fabrics.” 
White picture hats are featured, and behind 
the entire exhibit is a painted velvet panel 
carrying the insignia of the New York 
World’s Fair. This has been the hallmark 
of the  store’s decorative presentations 








throughout the season. The photograph of 
this display appears on this page. 

\ colorful and seasonal window at Mar 
shall Field’s is Display Manager Arthur 
Frasers’ exhibit of archery clothes for 





women. Two sports mannequins, with long- 
bow and arrow in hand, are posed -in ap- 
proved York style on either side of a cir- 
cular upended pillow of white leatherette, 
painted to resemble a target. A smart pos- 
ter reads, “Authentic for Archery . . . Ice- 
berg-cool Costumes that Will Lead an Ac- 
tive Life in your Summer Sports Scene.” 
The models are dressed in white and lime 
vellow. (Not illustrated.) 

id \t the Boston Store, three of the gayver 
windows (not shown here) are dominated by 
vegetable carts of white wood, topped by 
tendril-green umbrellas of wire mesh with 
borders of scalloped tin, their sticks half 
hidden by twining artificial vines. On the 





travs of the carts are rainbow assortments 

ot hand-wrought cabbages, turnips, beets and 

lettuce. Back panels of the window are 

a-glint with draped box curtains of two- 

toned cellophane strips in sea-green and son, the shop windows are brave in their their whips and present to their peripateti 

twilight blue. intermedial displays. Alert as ever, the public one of the greatest performances in 
So in these doldrums of the fashion sea-  ringmasters of the sidewalk show crack _ recent vears. 
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The Public Gives Us Our Cue 


By RUSSELL C. KEHRT 


Jenny, Inc., Cincinnati 


In our window display for exclus 
ready-to-wear here at Jenny's we have bas 
practically every theme on the “natura | 
Frankly, it isn’t that we don’t like surr | 
ism; we do; and it isn’t that we don’t adn | 
the ultra-modern treatments that are 
much in vogue. But we have rolled up o 
sleeves and gone to work with Cincinnat | 
in mind, first, and have dramatized o 
story to fit the tastes of the women he: 
We feel that every woman likes the “prett 
side of things even though she would pro 
ably deny it upon the asking. Certainly th 
proof of the pudding has been given by tl 
visible success of our windows. 

Self-donated orchids aside, we can sa 
that our pavements are consistently packed 
with people, both men and women, a1 
people even call to learn the date of th: 
next display change. But more than that 
our windows are selling merchandise, and 
that’s what counts. 





We attack a window problem the way 
production man in motion pictures would 
we want to give the public a good show, and 
that’s the secret in a nutshell of our win 
dows’ pulling power. 

Lighting plays a very important part in 
our display, and the very fact that the win 
dows are low helps the effect no end. Ou 
center window has invisible glass and is out 
main eve-catcher—and a “honey” with which 
to work. 

The cost of our displays is very nominal 
over a year's period. Like most set-ups, we 
use and reuse props—changing them with 
paint and new ideas. For instance: the dis 
play of our floating chiffons (first illustra 
tion) cost us about $3. We had the spur 
glass, which we have used in many different 
ways and shall use again and again. The 
spun glass made the suspended cloud on 
which the mannequin sat. The miniature 
town beneath her was borrowed from a local 
toy shop. The rocks are staples that ar 
usable from time to time. The idea made 
these old props click once more—and_ the 
lighting enhanced the idea. The background 
panels bore cloud designs, while snow 
topped mountains gave greater height to the 
display. 





| 
| 
i 


The glass bowls in the “Shoes of the Fu 
ture” window were suspended by very thin 
piano wire. A small mirrored ball was cor 
cealed behind the valance, and two revolving 
colored spotlights directed on this ball ere 
ated reflections which made the suspended 
bowls seem to move in the air. The central 
figure was a gypsy peering into a crystal. 

Lilies 7 feet in height were the principal! 
feature in the third window. The vase was 
made of transparent plastic. In back o 
the vase were two lights, in green and blu 

To repeat it once more—our whole them 
is natural. Maybe we'll change, and mayb 
we won't. We'll take our cue from ou 
public. 








\y 


11? 
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Drama For shoes? 


Should we use dramatic settings in con- 
nection with the display of shoes? That is 
a question which many displaymen are prob- 
ably turning over in their minds at the 
present time. In nearly every city one can 
find some shoe displays in which the time- 
tried conventional method of display is fol- 
lowed—row on row of footwear, with little 
attempt made to make the window forceful 
and eye-catching. In the same city other 
shoe windows will tollow the modern trend, 
with drama deftly used to catch the interest 
of the passerby. 

After all, is there any good reason why we 
should not use dramatic settings for foot- 
wear, just as for other merchandise? We 
have seen apparel displays change greatly 
in the past few years, taking on new life 
and meaning through the use of dramatic 
settings which portray graphically the ro- 
mance behind the merchandise, or its ulti- 
mate use by the purchaser. We have seen 
sales rise through the use of this type of 
display, and if any further proof were neces- 
sary to show that dramatic display is more 
powerful than the mere “orderly” window, 
it is possible to point to the constantly in- 
creasing display budgets for leading stores. 
In other words, many managements have 
found that modern display pays dividends 
and are devoting more money and thought 
to it. 

Through experience, we here at Hahn's 
know that such displays do pull far more 
than the “neat and orderly” windows, and 
we try constantly to dramatize shoes so 
that each display tells its proper story. Our 
department services thirty-two windows for 
this firm, these windows forming the fronts 
for seven different stores. Each store 
caters to a different class of trade. We have 
found it practical and most effective to de- 
sign our windows so that every display 
“speaks the language” of each store’s par- 
ticular clientele. 

Thus in the first display shown here, a 
light, graceful and airy setting is used for 
the feminine sports shoes, the rustic atmos- 
phere dramatizing the “al fresco” idea while 
the large mushrooms furnish a touch of 
whimsy to the window. 

Designed purely for the masculine side of 
the family is the second window in which 
“Rawhide Tan” shoes were featured. The 
cut-out figure of the cowboy (mounted out 
trom the background) ties-in with the trade 
name of the shoes, while copy on the three 
discs, each encircled by the lariat, stresses 
the style features. 

\ window of a third type is seen at the 
immediate right. Here the effect desired 
Was one of action, achieved through the 
cut-out figures at the top of the sloping dis- 
Plaver and by the curving slogan on the 
background. 
hese displays, and others like them, 
e offered tangible evidence that drama- 
tived footwear windows stop more traffic, 
draw more people into the store, and create 


more sales. 
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By LEE WARDRIP 
William Hahn & Co., Washington, D. C. 
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lif i Were Display Manager 


| hardly 
sales pro- 
think the 


managel 
But as 
what | 


were the display 
I would do. 
know 


i: 
know what 
motion manager | 
display manager should do. 

From that safe premise, and with the aid 
offer in 
from 


of considerable correspondence, I 
evidence an imaginary memorandum 
J. Wembly Prescott, director of sales promo- 
tion, to Joe Smith, display manager. In this 
communication all reference to existing 
conditions, or persons living or dead, is un- 
intentional and purely coincidental : 
Dear Mr. Smith: 

I had solemnly promised myseli to write 
vou the first thing Monday morning. But 
know how Monday mornings are—and 


with consumers’ luncheons and execu- 


you 
what 
tive meetings and the golf tournament of the 
Manufacturers’ Association here 
it is Wednesday. If I were you I'd be 
thankful for having a display manager's job 
that is clearly marked out, so that you can 
eet things done without those infernal in- 


Dress 


terruptions. 

I want to tell you—and my entire family 
joins me—what a swell job you did in dec- 
orating our house for the party last Satur- 
day. The general effect was superb, and 
those goldfish in illuminated bowls amount- 
I am sorry you had to 
work all day Sunday as a result. It hon- 
estly never dawned on me that you would 
be held up so badly, until I drove past the 
store Sunday afternoon on the way to the 
club and noticed you and your boys in the 
I hope you managed to get home 


ed to sheer genius. 


windows. 
for supper, anyway. 

Of course, I could have telephoned you to 
say all this, but I have wanted for several 
days to write you about our 1940 publicity 
plans—and here is the opportunity. I am 
doing some preliminary work on next year's 
vacation, and | 
have Think 
over these suggestions and let's discuss them 


leave on 
your 


budget, before | 
some ideas for division. 
thoroughly some time before Labor day. 
whether we have been missing 
in our window and 
plays. I understand, confidentially, that a 
report (shortly to be issued by the National 
Retail Dry Association) that 
plenty of good stores are devoting more time 
and money to display . that display, as a 
matter of fact, is the only publicity activity 
that per- 
centage of expenditure in about 
with every 
rise. Maybe 
something! If | 


1 wonder 


any tricks interior dis 


Goods shows 


increase in 
1938 

indication of a 
have 


showed a significant 


IS per cent 


continued those stores 


discovered were you I'd 
give it some serious thought. Actually I've 
done some thinking about this, myself. 
Here we are advertising every single day 
and plenty every day, too! Now, news- 
papers are our very best medium and I have 
no intention of disparaging their usefulness 
But what results do we get? Well, advertis- 
before the forty-second annual 


International Association of 
York City, June 28, 1939 


*Address given 
convention of the 


Display Men, New 


By ALAN A. WELLS* 


Manager, Sales Promotion Division, 
National Retail Dry Goods Association, New York City 


ing never claimed credit for any more than 
20 per cent of a normal day’s business. That 
means one customer, or one transaction, out 
of five. How do those other four 
happen to be on our tallies every night? You 
certain, and neither can I, but it 
credit at least 
transactions directly to 
And _ that 


sales 


can't be 
should be safe to one of 
customers or 
and interior displays. 
leaves me wondering—as I said—whether 
we are right in alloting to total display 
only 15 per cent as much money as we give 
to newspaper space alone. 

I understand a number of good stores are 
“upping” the display budget to 20 per cent 


these 
windows 


of the cost of newspaper space—and I pass 
that along as a tip to you. Personally I 
approve the idea of increasing your budget, 
and you can count on me to support it—but 
you will have to help me justify it. You 
know how our board is! 

If I were you, here is how I'd go about it: 

In the first place why don’t displaymen 
(including you) sell themselves more strong- 





You 


store 


ly to the store executives? shou 
Plenty of top gain 


their lasting impressions when displayn 


men in every 
were supposed to be not much more tl 
glorified porters or, later on, 
fellows addicted to red neckties and way, 
haircuts. All this is changed now—you a 
neither workman, craftsman, nor artist; y: 
are all three—and above all you 
chants and directors of the. greatest une 
ploited selling forces in the department and 
specialty store field—window and _ interio 
display. You haven't acted that part up to 
date—and you'd better begin! 

It I were you I would resolve, right her 
and now, never to discuss any of my work 
in terms of decoration and display, as suc] 
I'd concentrate on selling plans, selling effi 
ciency, selling results. The business of a 
retail store is to sell merchandise, remember, 
and windows like anything must be 
judged on that basis. 

You don't have to be timid on that sub 
ject, either. The constant eagerness of na 


nice your 


are me¢ 


else 

















“He claims it helps capture the spirit or something." 
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tional manufacturers to obtain window or 
counter space is one bit of evidence of the 
selling value of display; there is further 
support in the fact that every city has stores 
in the central shopping area that depend on 
display alone for their new business—not to 
mention variety stores, drug stores, tobacco 
and thousands of neighborhood 
shops. Remember, too, that most sales from 
displays are at full mark-on! 

Of course you should have your own rec- 
ords of sales results right here at our store 

and I strongly suggest that you plan to 
keep such results as soon as you can get 


stores, 


around to it. 

Let me digress long enough, however, to 
warn you about a few things that might ruin 
your display sales results. 

You won't establish a creditable showing 
of sales results if you meekly accept the 
merchandise that is sent to you for display. 
It must be thoroughly smart, useful, 
sonal stuff; undesirable merchandise 
sell through windows or departmental set- 
ups any more than it will sell through other 
media. You simply must insist on your 
right to a fair break. Never about 
merchandise manager who is 
be right, be tactful, 


sea- 


won't 


worry 
the buyer or 
nasty in such matters; 
but also be firm. For the same reason, be 
fair—don't favor buyers who are friends of 
yours or fellows.” Sales results are 
much more important ! 

Another thing to watch is the “prestige” 
display. Windows are the dress front of 
the store, sure enough—and departmental 
settings are only the come-ons in man) 
But you have a right to have your 
selling efforts backed up with adequate 
stock, just as certainly as advertising has 
that right. You won't go insisting 
on that! 

Out of necessity you 
whereby 


“nice 


Cases. 


wrong 


will have to estab- 


lish some system departments (1 


well as buyers) are 


and what ts in 


mean salespeople as 
notified when windows are in, 
them. Somebody on your staff should also 
check up after every window is opened to 
see that the merchandise is readily 
visible in the department. 

Be careful to avoid having all your win- 
dows and interior displays feature adver- 
tised merchandise. Frequently that is de- 
sirable or necessary but you will ultimately 
do everyone a favor (including yourself) if 
you occasionally wanted merchan- 
dise exclusively for display- or at least first 


same 


demand 


for display. 

I can anticipate your reply to all this 
you need more personnel. You are probably 
right. Payroll is more than half the annual 
expense of a display division—and if 
are to have an increase in your budget I 
would certainly prefer to see most of it de- 
voted to more, or better, talent on your staff. 
\fter all, make 
a brave showing unless they are well han- 
dled. However, I suggest to you that some 
of your available funds—more than you now 
employ—be expended on travel in search of 
new and useful ideas that will more than 
justify the cost of obtaining them. As a 
case in point, did you attend the last display 
convention? And while I am on the subject, 
how conscientious are you about visiting 
new sources of displays and fixtures? I 
don't remember seeing anything particularly 
sturtling or novel in our windows of late. 


you 


fine fixtures can scarcely 
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It has just occurred to me as I think 
about display, that when I present the mat- 
ter of an increased display budget to our 
board and try to explain that it will justify 
itself in per cent to will 
bring up the fact that the rental of windows 
is charged to each department’s occupancy 
account. In other words, under our present 
system of accounting, the display per cent 


sales, somebody 


to sales is quite low (they will say) because 
the full cost is not included under the dis- 
play account. I have never quite understood 
why this arrangement has persisted. It was 
understandable when windows were regard- 
ed as of no particular account, but I for one 
it changed I hope 
The 


are unquestionable, 


would like to see now. 
with me. 


ords of sales efficiency 


vou agree sooner your rec- 


the sooner your job will receive its due 
recognition. 

Of course that immediately brings up the 
subject of how much a window is worth. 
\ny basis of figuring that must be an arbi- 
one. the big tobacco chains 
when it $10,000 a 


store, $7 O00 is tor 


trary One of 
has stated that 

rental for a 
dows and $3,000 for inside space. 
that is exceptional. Stores like ours usually 
place on windows a value of 25 to 50 per 
cent of rental, depending on the location of 
the building. lam 
sure that under any reasonable arrangement 


pays 
vear win- 


Of course 


That seems more like it. 


windows can be proved to produce satisfac- 
torily foot per 
vear which is average for our 
street floor. 

I have just talked myself into remember- 
Please put it back into 
this: an alert, 
intelligent staffed display 
department should be a tremendous aid to 
our or profiting by com- 
petitive promotions. My philosophy on this 
point is thot a strong newspaper promotion 


perhaps the $65 per square 


ce msidered 


ing another point. 
its proper sequence. It 1s 
and sufficiently 


store in meeting 


by any large store sets up a certain general 
acceptance for that merchandise in the minds 
of many prospective customers. When these 
folks actually come to do their shopping 
(you have seen many instances of this) they 
often have a rather hazy recollection of the 
advertising. If they 
dis- 


store which did the 
find the similar 
plaved in the department by their favorite 


same or merchandise 
store, a sale is quite likely to be consum- 
mated. Following the same thought, if some 
of these folks their favorite store on 
the way to the specially promoted event, 
they may even be persuaded by a window 
to detour for a few moments—in which case, 
again, a sale may be made. Of course, this 
would require exceedingly quick work 
watching the ads, matching the merchandise. 
setting up a window or departmental display 

but I am convinced it would be very, very 
profitable. 

Now, while I am launched on the subject. 
let me go right on and get personal. You 
won't be offended, I hope, Joe—because this 
is intended for your own good. 


pass 


I have already said that you have to act 
want to be treated as an 
More than that 
more than that! You simply 
character around the 
personality. 

Reflect a minute. Nobody in the building 
does anything like your line of work; very 
few can judge its efficiency, even fewer know 


executive if you 
Joe- 


build 


your 


though, 
must 
project 


executive. 


store 
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its problems. Why not call attention to 
some of the good things you accomplish 
not too often, of course, because it is good 
technique to let the big shots discover some 
of your achievements and conclude that you 
take such matters in stride. 

Of course the keystone of this idea is some 
notable bit of work. 
self in position to produce something really 
original 


Are you keeping your 
and surprising . . . or do you 
expect to go on offering imitations of really 
inspired displaymen in other cities, plus an 
occasional stunt of your own when necessity 
pushes vou to it? . 

Are you studying methods of dramatizing 
windows? The average person passes a 
window in three seconds, I understand. To 
stop her in that brief interval, a 
must be “something special.” 


window 
\ really good 
window has about five to six times ihe stop 
ping power of a window that is just orderly 
Mostly, the ) 


SO-SO IS: an 


difference between 
idea. Do 
to new ideas by reading, 
any other suitable plan? 

How about going in for really intensive 
study of color? What do you really know 
How 
about settling down to the problem of de 
signing a new type of departmental! display 
or unit display for our store—something that 
looks smart and “smooth” and integral with 
our layout and fixtures ? 

Speaking of unit 
opportunity ; 
everything 


good and 


you expose yourself 


taking courses o1 


about the science of window lighting ? 


there IS au 
suggest some themes: 


displays, 
don't let 
come to 
take the 
One more idea 


you as a request for 


initiative ! 
( Just one—and I'm signing 
off. Set up some system for selecting, train 


S€rvice ; 


ing and supervising the education in display 
technique of at least one likely person in 
each major department 
will love you for it: 


These apprentice s 
the day-by-day appea 
ance of the store displays will benefit: and 
you will have a reasonably skilled corps of 
assistants all when a big push like 
Christmas, our anniversary 


ready 
Easter or 
comes around. 

rhere have I given you enough to 
think about this summer ? 


sale 


Yours for a pleasant vacation, 
J. Wembly Prescott, 
Director of Sales Promotion 


Joe McCann Wins 
Big Rooster 

During the recent International 
tion of Display Men convention the Scheue1 
Art Metal Manufacturing Company, 307 
West 38th street, New York City, displayed 
its trade insignia via the person of a_ big 
coal-black New 


caged behind 


Asso ia 


which 
Lucite bars in the center of 
the company's exhibit. Nearly 800 visitors 
to the booth were given chances on the bird. 
but it fell to the lot of Joe MeCann, S. Kann 
Sons Company, Washington, D. ¢ and 
newly elected president of the IT. A. D. M.. 
to win the fowl, thus bringing still anothe: 
display award to the national capital 


Jersey rooster was 


Traveling Displays 
For Conoco 

Several traveling bus displays which will 
take Conoco products throughout the coun 
try have been placed in service by the Con 
tinental Oil Company, Ponca City, Okla. 





|) aL? A 


un Rr eourth 


a 


‘Apsyetan eee 


Set=Ups For 


J. C. Nichols, John Wanamaker-Philade! 
phia, Inc., Philadelphia, Pa., displayed sun 
mer dinner apparel in simple fashion, de 
pending on the background panel—with 
zebra motif reminiscent of “El Morocco 
famous New York City night spot—to lend 
emphasis to the idea. The window is see: 
at the upper left. 

This is followed by a straw hat display by 
C. M. Shrider, A. E. Starr Company, Zanes 
ville, Ohio. The curved panel was done in 
yellow and orange. The vase held bright 
green dowels, showing hats “as advertised in 
Esquire.” 





Third in the left column is another straw 
hat window, this time by Donald A. Fe 
guson, S. L. Bird & Sons, Detroit. Seven 
types of hat were shown against a_ horse 
shoe-shaped arch, with appropriate sketches 

In the lower left corner is seen a setting 
for “Bamboo” ties, by Del Heizer, Mabley & 
Carew Company, Cincinnati. Natural bam 
boo stalks and foliage were the main display 
ingredients. 

At the upper right on page 16 is a display 
suggestion for summer sports wear, by Joc 
Tilner, Campbell's, Santa Monica, Calif. A 
race-track rail served as a fixture to displa) 
odd slacks. The firecracker background was 
done in natural colors and carried the them« 
used throughout the store for the Fourth ot 
July promotion. 
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Men’s Wear 


William I. Mixon, Kresge Department 
Store, Newark, N. J., used golf course mark- 
ers for a window of sports apparel and golt 
clubs, as seen at the lower left, page 16. 

\ huge glass of iced tea was the highly 
interesting eye-catcher employed by IF. E 
Osgood, Palace Clothiers, Tulsa, in the dis- 
play immediately above. The glass, ice 
cubes, and slice of lemon were all of cello 
phane, the setting making a tie-in with the 
slogan, “You'll need two straws.” 

John F. Sutcliffe is responsible for the 
interior background illustrated below, fo1 
The New Yorker, Mexico City, Mexico. The 
scene was done in cool greens, blues, and 
yellows. 

First in the column at the right 1s one of 
Karl Kneis’ attractive settings, done for 
Stix, Baer & Fuller, St. Louis. 

This is followed by an itinerant display 
for Hickok, by W. L. Stensgaard & Asso 
ciates, Ine., Chicago—a setting which helps 
to make a copy or display theme easy, but 
still permits the use of imagination. 

Third comes a straw hat window by Ray 
W. Parks, Leavitt Stores, Inc., Manchester, 
N. H., characterized by its simplicity and 
the manner in which most of the window ts 
given a “shadow box” effect. 

The final display, of tennis equipment, was 
done by Ray Chandler, A. G. Spalding & 
Brother, Chicago. 
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When. the 
“I'm 
“I'm 


housewife 
really 
Main 


windows. 1 


typical American 


going downtown,” she 


SaVs, 


means, going to walk down 


street and look in the = store 


want new ideas on styles, bargains, house 


hold needs, kitchen gadgets. If I see any- 
thing which has a particular appeal, I will, 
of course, buy it, but in the meantime, I shall 
decide for myself which stores offer the best 
values and assortments of merchandise.” 
Store windows make the business section 
They life; 
offer- 
their steady drive for attention makes 


ot a town. add interest, color, 


they educate people in’ merchandise 


ings; 


. 
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DISPLAY WORLD 


Modern Chain Store Displays 
For jmall-Iown Merchants 


By CARL L. GESTRINE 
Butler Brothers, Chicago 


men and women alike more color-conscious, 
more they steadily stimu- 
late a desire for better living standards. 
Window selling as a factor in distribution 
is no longer confined to the highly competi- 


sty le-conscious : 


tive metropolitan retail areas, or even to the 
medium-size town. Through the rapid 
growth and expansion of chain stores, the 
professional type of windows and the craft 
of window display have been carried through- 
out the country, until smaller 
town can often boast show windows equal 
in quality and attractiveness to the large 


even the 


cities. 
The widespread, but uniformly high stand- 
ard, of window display characteristic of the 
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chain store is due to central display depart 
ments. These make available backgroun 
material, properties, basic trimmir 
designs, and trimming instructions. At tl 
same time, they remot 
control over the separate units. 

The inevitable result of this high standa: 
of display in the small town has been t 
work a terrific handicap upon the small, in 
dependent merchant. While his windows 
must fight for customer attention with his 
chain competitor, he has neither the ability 
nor the facilities for highly 
window trimming. With a small organiza 
tion, it is impossible to employ an experi 
enced displayman, and the work inevitably 


sales 


exercise a sort of 


professional 


falls upon one of the salespeople, the stock 
man, or the proprietor himself. 
To prepare backgrounds for 
windows entails a prohibitive 
if the individual store were possessed 
of the requisite creative talent. As a result, 
the independently-operating merchant “puts 
some things in the window,” with no knowl 
edge of balance or design and little artistry 
and skill, and hopes that the result will in 
duce some passerby to come in and make a 


individual 


cost, even 


purchase. 
Many years ago, Butler Brothers recog 
nized the need of the independent merchant 


—A typical variety store window of hair needs. 
Ben Franklin windows stress the importance of 
sub-line displays. . . . Flat displays are avoided 
by carefully planned sloped and terraced ef- 
fects, as well as by counter overheads. Coun- 
ter space is based on the sales expectancy of 
each item. . . . At the immediate left is a 
"program" window of cleaning supplies, oil- 
cloth, etc. Every window is coordinated with 
interior displays of the same merchandise, as 
explained in Gestrine's excellent article ac- 
companying these photographs— 
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—At right is a Federated program window of 

shoes, illustrating the use of unit trims. These 

can be adapted for any size window. .. . Next 

is a typical Federated ready-to-wear and dress ; a : . " 

accessories window. . . . Double center shelv- FOR DRESS | | < : mm FOF OR 

ing section is transformed into a ship for a W }) .. Ww 
rs A display of sportswear, as illustrated ad a if li tl NN Ni 


below. The display materials used cost $10— ad . 69s -_ 
for professional, effective show windows, _ Hi #2 £2 
and the almost unsurmountable difficulties ‘ . Fo 
that face the small store in the matter of 
competitive, effective displays. For this 
reason, a planned display service is made 
an important part of the program prepared 
for the approximately 4,000 members of the 
voluntary chain sponsored by Butler Broth- 
ers. This membership is comprised of a 
group of dry goods stores known as The 
Federated Stores of America, and a group 
of variety stores known as The Ben Frank- 
lin League of Retail Stores. These stores 
are all independently-owned and operated, 5 
but for mutual benefit and advantage oper- 4 ~ = 
ate under a franchise granted them by But- « 
ler Brothers. aS 

The preparation of a display program for 


terials in the way of backgrounds, proper- 
ties, display cards, and the like \t the 
same time, the finished window must be 
competitive in its selling appeal 

To accomplish the three-fold) needs ot 
developing windows that are (a) adaptable 
(b) easy to trim, and (c) economical, a dis 
play laboratory has been constructed at 
Butler Brothers’ headquarters in Chicago. 


In this laboratory are model, double 
3 SMART COLOR 
COMBINATIONS 


co i. , dry goods and variety types of stores. These 
\ © - eee : 
am a are built to exact scale, with the same light 


entrance, three-window store fronts tor both 





a - i? f ing facilities, floors, and window backs that 
a . ; would be used under actual conditions 

In addition to the store fronts, a tull 

equipment of counters, shelving, and com 


plete sections of store interiors have been 
provided so that every detail of display can 
be developed, tested, and checked to achieve 
the greatest effectiveness and practicability 
The first step in preparing the voluntary 
chain display service is to make standard 
backgrounds, panels and plaques of a sea 
sonable nature available to all members 
[Continued on page 43] 
independent merchants entails many difficul- 
ties not experienced in the display work of 
department stores or corporate chains. It 
is, of course, first of all necessary to prepare 
windows which will meet the+stiffest com- 
petitive standards in customer attention and 
selling appeal. This is only the start. While 
certain recommended window standards are 
tollowed by many member stores, most win- 
dows of the voluntary chain group differ 
greatly in size and shape. Due provision 
must be made for these variations, and the 
recommended displays must, above — all 
things, be adaptable. 
The next thing to be considered is the 
lack of display skill in a small store. The 
arrangement of properties, the draping and 
positioning of merchandise, the use of trim- 
ming accessories must be so. carefully 
planned and so simple in basic arrangement 
that any member of the store staff can 
achieve the desired results through follow- 
Ing instructions. 
Another important consideration is the 
cost. The store with limited volume can 
tt afford a large outlay for trimming ma- 
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bequot Contest Jtresses 
Window-Interior Tie=-Ins 


No one has yet attempted to state exa 
the additional returns in sales which n 
reasonably be expected when a window d 
play is backed up on the interior with 4 
related presentation, but there can be 
doubt that the value of both the window a 
department trim is greatly enhanced. 1 
shopper who is interested in the mercha 
dise in the window is glad to find it giv 





added importance within the store in tl 
form of a special display. The custom 
who casually noticed the window has tl 
featured event drawn once more to her at 
tention when she enters the department 

From such increased attention come mor 
sales. 

Recognizing the fact that whenever pos 
sible it is advisable to follow through with 
an interior display to give more strength to 
windows, Pequot Mills, Salem, Mass., in th« 
firm's national window display contest just 
ended made it obligatory on entrants to uss 
both types of display in order to be eligibk 
for the cash awards. A large number ot 
displaymen entered the competition. A very 
few had good window displays and_ poor 
interior set-ups, or vice versa, but on the 
whole the correlation of the two was excel 
lent. 

First prize of $250 went to E. H. Leeker, 
Stix, Baer & Fuller Company, St. Louis, 
Mo., for the displays seen in the first two 
illustrations. A similar amount, as in the 
case of the other awards, went to the store's 
buyer of sheets and pillowcases and the like 
Second prize of $100 was won by Everett W 
Quintrell, The Elder & Johnston Company, 
Dayton, Ohio, whose interior display is 11 
lustrated by the third photograph. The othe 
major award of $50 was carried off by 
Stewart Kintner, Fowler, Dick & Walker, 
Wilkes-Barre, Pa. 

Honorable mention awards were made to 
the following entrants: George H. Wagner, 
J. L. Brandeis & Sons, Omaha; Dorothy 
Donayin, Dickson Ives Company, Orlando, 
Fla.; W. L. Blayney, E. Gottschalk & Co. 
Inc., Fresno, Calif.; Ray Reed, The Higbee 
Company, Cleveland; F. W. Wells, Hager & 
Brother, Lancaster, Pa.; Ambrose Riley, 
Jordan Marsh Company, Boston; Joseph B 
McCann, S. Kann Sons Company, Washing 
ton, D. C.; Ray W. Parks, Leavitt Stores, 
Inc., Manchester, N. H.; O. B. Springer, H 
P. Wasson & Co., Indianapolis; Maurice 
Swander, Younker Brothers, Des Moines. 

The contest was judged by Kenner Bore 
man, former editor, Dry Goods Journal; Sy! 
C. Rieser, executive secretary, International 
Association of Display Men, and R. C. Kash, 
editor, DISPLAY WORLD. 


—The first two photographs are of a window 
and interior tie-in by E. H. Leeker, Stix, Baer 
& Fuller Company, St. Louis, winner of first 
prize of $250 in the recent Pequot Mills na- 
tional display contest. . . . The interior dis- 
play at the immediate left was used by 
Everett Quintrell, Elder & Johnston Com- 
pany, Dayton, Ohio, whose two entries won 


second prize of $100— 
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$ $ $ $ $ 
AWARDS 


$ 2 5 O 00 
CASH PRIZE MONEY 


First Award $25.00 Second Award $15.00 Third Award $10.00 
and Forty (40) Five Dollar Awards 


You may win one or more of these cash awards by 
simply sending to us a photograph of any window or 
inside display you have created utilizing Lamiluxe, the 
new translucent display material. 

Lamiluxe is made of laminated sheets of pergamyn, 
and may be stencilled, air-brushed, printed, lithographed 
and screen-processed to provide limitless decorative 
effects where backlighting and translucency are de- 
sirable. Furthermore, Lamiluxe folds, scores, cuts and 
lends itself to all uses like paper — and its price range 
is comparable to paper. 

Lamiluxe is available in a wide variety of transparent 
and opaque colors, also in four surface finishes — semi- 
pleat, semi-flute, wafltone (cellular glass effect) and 
plain or smooth finish. 

Send for samples of this unique display material. Use 
it in your next job, then send us a photo of your creation 
and you may share in these cash awards. This offer 
holds good until the 30th of October, 1939. 
RHINELANDER PAPER COMPANY - RHINELANDER, WISCONSIN 


DISTRIBUTORS 
Boston, New England Decorators’ Supply Co.; Chicago, Display Paper 
Products Co.; Cincinnati, General Display Co.; Cleveland, Advertising Displays 
& Decorations; Danville, Earl W. Gasthoff Co.; Milwaukee, Artists and Display 
Supply Co.; New York City, Maharam Fabric Corp.; Minneapolis, Minneapolis 
Paper Co.; Philadelphia, Joseph E. Podgor Co., Inc.; Pittsburgh, Cappy and Co.; 
St. Louis, Garrison Wagner Co.; Habana, Cuba, Alvaro de Regil, Manzana de 
Gomez; Montreal, Canada, Multi Products, Ltd.; Herman Tunick, San Francisco 
Seattle, R. L. Cunningham 
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LAMILUXE IS THE EXCLUSIVE PRODUCT OF 
RHINELANDER PAPER COMPANY 
RHINELANDER * WISCONSIN 











\ year before the Golden Gate Inter- 
national Exposition opened, A. O. Dinsdale, 
well-known displayman, sat and 
fumbled with an idea. There were innumer- 
able courses open, thousands of ways to de- 
But this was 
exhibit 
bucking 


western 


velop that idea into a display. 
the job: to build) an 
around the mechanical 


design and 
idea of a 
horse act. 

Levi Strauss & Co., overall manufacturer, 
wanted an animated that would 
dramatize the use of their products, show 
them in actual use and yet refrain from any 
more than 
Dinsdale set to work drawing sketches, get- 
ting ideas on paper “roughing out” 
plans for different shows. 

First, a theme was adopted fitting in with 
And 


very 


set-up 


commercializing necessary. So 
and 
types ot 


a rodeo scene. 
step—though 
introduction ot 


the product advertised 
the next most logical 
complicated—would be the 
bronco riding contests, trick riding, and the 
like. And these cowboys, and others, must 
be introduced by name, iust as they are at 
real rodeos. Levi Strauss went even a step 
further and secured the permission of cham- 
pion ropers, riders, and bulldoggers to use 
their names and figures in the rodeo show, 
so that the “cast” would be made up of real 
miniature (one-third life-size) personalities 
of these stars of the game. 

A scale 
was made, and with slight modifications, was 
approved. Blueprints were drawn up and 
detailed sketches showing the mechanics 
were made to illustrate methods of anima- 
tion. A technician’s advice was considered 
so that sound could be synchronized with the 
The Robophone was chosen 


model of the visualized display 


complete show. 
as the apparatus to operate the display. 
Construction was then begun on the actual 
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Display Studio Problems 


XI. COMPLICATED SYNCHRONIZATION 


By LEONARD MITCHELL 
O'Dee Studios, San Francisco 


display after all problems that were visible 
It was nec- 
essary to plan assembly of the exhibit so 
that it could be completely dismantled in the 
shop and transported to Treasure Island, a 
distance of about 10 miles. 
in the construction are shown in the photo- 
with the outside walls and frame 
being bolted in place temporarily before 
work was started on the turn-table and 
bucking horse. 

The camshaft, on the top of the fence, that 
animated the row of cowboy figures was the 
first mechanism to be assembled. 


on paper had been worked out. 


Successive steps 


graphs, 


piece ot 


LEVIS = RODEQ\ 


j 
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While the mechanics on this were bei: 
completed, Dinsdale was carving the hea 
of the thirty-two cowboys from photographs 
so that they all bear a remarkable rese: 
blance to the persons they represent. TT! 
bodies were made of redwood, hollowed o 
so that levers, wires, and a solenoid could 
fit into them to be worked from the lon; 
camshaft on the fence. Each figure on th 
eight different movements, yet 
show no two 


fence has 
during the 
alike. 

With this part of the show finished, work 
was begun on the bucking horse and mule 


cowboys move 


It was necessary for Dinsdale to study slow 
motion moving pictures of actual bucking 
going through their bone-breaking 
gyrations so that the correct articulation ot 
the mechanical steed could be secured. A 
powerful “kicking” cam was applied alter 
nately to a vertically plunging disc that was 
in turn secured to levers at a point behind 
the horse’s shoulder so that when a motor 
operated this “kicking” cam it was forced 
up violently, thus causing the horse to buck 
very realistically. Springs in the horse gave 
the hind legs the mean twist characteristi 
of ornery mustangs. <A gear rack built 
along the edge of the turntable engaged a 
[Continued on page 41] 


horses 


—lIn the upper photograph can be seen the 
completed camshaft operating the cowboys’ 
figures. The first steps in the construction 
of the bucking horse are shown in the frame- 
work in the foreground. . . . The exhibit is 
practically complete in the next scene. The 
sound synchronizing equipment, yet to be 
installed, will operate the five motors and 
eighteen solenoids at the proper time in 
relation to the recorded sound effects— 
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The forty-second annual convention of the 
[International Association of Display Men is 
now history and the large registration is a 
record for all future conventions to shoot 
at. The New York World’s Fair is, with- 
out a doubt, a contributing factor, but the 
advancement display itself has made in the 
past few years added a momentum that sent 
delegates to New York from all parts of 
the country. The General Motors line-up 
on Monday morning in front of the registra- 
tion desk was an encouraging sight to those 
who have the association at heart. 


The opening session of the convention wit- 
nessed a large crowd on hand Monday 
morning although the meeting hall was eight 
floors above the convention exhibits. The 
session was brief, lasting only forty-five 
minutes, but many displaymen lingered 
longer to shake hands with old friends. 
Here Joe, of Alabama, greets Bill, of Bos- 
ton, for the first time in a year. Joe intro- 
duces Bill to Don of Florida and Don says 
meet Ray of New Hampshire and thus dis- 
play friendships are renewed and born! This 
to me is the most important function of a 
display convention. Meeting friends, old 
and new, discussing mutual problems, join- 
ing forces to better display conditions, all 
start after a handshake. 

Shuffling the convention notes: the “meet 
the other fellow” cocktail party was a huge 
success . here all the non-members met 
to out-drink the paying ones . . . Clem 
Kieffer’s words about it should have been 
heard by all instead of only a few standing 
close-by one fellow got shoved around 
so much he had three cocktails on his suit 
before one finally went down the hatch 
it was truly a “meet the other fellow” af- 
fair, but remembering who's who its still one 
of the unsolved mysteries of the convention 
... Bob Johnson was smart in leaving our 
hats in his room several straws were 
used as cushions Paul Chambers, Terre 
Haute, Ind., and Paul Wertz, Chicago, were 
talking about soap windows ... a nice clean 
subject . Everett Quintrell was planning 
his vacation someone had told him he 
had just won $100 in the Pequot contest 
... Joe Apolinsky should have led the gang 
in song every Wednesday morning he 
leads the Loveman, Joseph & Loeb em- 
ployees in a sing song and helps conduct 
one of the best store meetings we've ever 
heard about a l-cent postage stamp on 
a card mailed to him at Birmingham, Ala., 
may turn your drab meetings into pep ses- 
sions . . . another Joe with the last name 
Bronsing, from down Memphis way, brought 
his wife, son, and daughter to the conven- 
tion... his son (bigger than Joe) is one 
of the main cogs in Joe’s famous display 
lepartment that wins all the Cotton Week 
prizes... Jas. B. Williams’ cocktail party 
fore the banquet amidst a setting so rare 
ind daring truly a showroom of to- 
rorrow if mannequins could really cry 
hey surely would when they leave this 
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Think this over... 


By FRANK G. BINGHAM 





downstairs penthouse of luxury a trip 
to Rockefeller Center and a view from 
Stensgaard’s terraces overlooking Central 
Park and the East River was a sight to 
behold .. . the sight Bill has within, show- 
ing the “Wizard of Oz” promotion for 
Christmas, was also awe-inspiring .. . this 
picture by MGM should be a “Must” for 
every displayman if for no other reason than 
to pay tribute to L. Frank Baum, the author, 
and originator of the I. A. D. M... . his 
idea was to have all the displaymen of the 
world joined together in an organization 
for a common cause—the advancement of 
display Jim Berg’s idea of a twenty- 
five year club and the quick action in its 
organization was a shot in the arm... if 
you have been an [. A. D. M. member that 
long, write to Jim and become a member 
of a very exclusive organization . men of 
display willing to help the younger fellows 
: something to crow about—the live 
rooster in the Scheuer Art Metal exhibit, 


which attracted wide attention ... it was 
won by Joe McCann, the newly elected pres- 
ident ... Joe should feed it well and bring 


it back next year, so it can crow about the 
accomplishments the I. A. D. M. will have 
made under his administration display- 
men everywhere are looking forward to ac- 
tion . . . moving the office to Washington, 
D. C., was a start in the right direction 

. no president could accomplish anything 
worthwhile with the office a thousand miles 
away in St. Louis Dana O’Clare hospi- 
tality when the display tour went through 
his department was commendable . . . some- 
one asked him if he was going to use the 
bells again this year a question de- 
serving no answer, of course he even 
lowered and raised the much talked about 
elevator windows . the Wednesday morn- 
ing session with Alan Wells, Earl W. 
Elhart, Sidney Ring, and Alice Hughes was 
a four-star show the speeches packed 
plenty of wallop for displaymen and a few 
good left hooks for the bosses. 


The displayman’s biggest objective in go- 
ing to the convention this year was to see 
Grover Whalen’s mighty feat of turning a 
swamp into one of the greatest displays ever 
assembled under the summer sun. And so 
we set out on Sunday morning with a thin 
dime and a fast ride on the longest bunch 
of street cars ever tied together to form a 
train. The trylon and perisphere loom up 
long before you arrive and you suddenly 
realize as the train comes to a stop that 
here is the World of Tomorrow. You 
quickly snap out of it as a coach load of 
anxious fair-goers decide you are getting off 
the train rather slowly and before long you 
are pushing as badly as the rest. Six bits 
and a spinner play off tackle sends you 
through the turnstile, and the game of look 
and see begins. You naturally head for 
the biggest snow ball ever rolled together by 
the hands of man and an escalator takes 
vou up. up and up. You jump off at the 
top and a treadmill sends you clockwise out 
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into the clouds of thin air, and, hanging on 
to the railing, you look down into a vast 
area—the Democracity in its entirety. What 
a sight! and as day turns into night you 
wonder how many displaymen are working 
overtime down there on the Main Streets of 
Tomorrow. Six minutes and you are out 
into the daylight walking down the “heli- 
cline” with a bird’s-eve view of the grounds ; 
then and there you say to yourself, “If this 
is a sample of tomorrow let’s make the most 
of it!” To write down everything one pair 
of eyes absorbed at the fair in one day 
would fill more space than any editor would 
publish and DISPLAY WORLD has de- 
voted many pages in previous issues to it. 
Still the largest number of readers and 
many in faraway places will not get to the 
fair, so with the help of dots and dashes we 
will stroll down Constitution Mall, a half- 
mile of lagoons, dazzling white statuary, 
trim lawns and hedges, and imposing 
buildings decorated with giant murals. 
Restful benches already beckon you to pause 
and drink in this panorama of beauty on 
every side, but this is a race against time 
and column space... . : \ quick glance to the 
left at George Washington taking his oath 
of office as first president in New York'a 
century and a half ago... he stands 65 feet 
tall, every inch of him a symbol of freedom 

cows behind glass were being milked 
at Borden's this motion here attracted 
thousands who would not give a cow a pass 
ing glance anywhere else Turkey with 
its outdoor garden and shallow mosaic pool 
‘ a girl wisecracked about taking a 
Turkish bath in it... Japan with its Liberty 
bell of pearls and its silk worm exhibit 

taking the strand in your hand holds 
your interest... it takes five strands to 
make one thread says the beautifully dressed 
Japanese girl Czechoslovakia, an un- 
finished display with the light of hope still 
burning in the hearts of the American 
Czechs .. . here a series of 8-inch circles 
cut out of a 44-inch panel made an ideal 
double-faced display for dolls, handker- 
chiefs, and gloves . .. the Soviet Union 
building with its 79-foot stainless — steel 
statue representing the new Soviet citizen 
... 12-foot illuminated star held aloft would 
make a good outdoor Christmas trim for 
any store the Soviets believe a public 
building should have sculptured art; statues 
abound within and giant bas-relief panels 
surround the exterior display is well 
handled here and the crowds tell their own 
story of this attraction . France with its 
fresh experience of the Paris Exposition 
furnishes the fair-goer with escalator serv- 
ice to its upper floors where beautiful dis- 
plays ot French hand-work and art are 
spread out on all sides a display of 
foods and liquors of every description oppo- 
site the French bar would arouse any dis- 
playman the mouldings set out from 
the wall in a clever design would make a 
“better dress” salon look superb... the fur- 
exhibit with bas-relief statues around the 
wall, draped with various furs, might go 
far to help an August fur sale .. . looking 
out over the Lagoon of Nations we see the 
British Union Jack without the Chamber- 
lain umbrella, so we dash over and a huge 
British lion in relief completely covered with 
gold leaf greets us from a high wall . . . this 

[Continued on page 17) 
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Furniture Display Irend 
Indicated By Exhibit 


note, the recent exhibit at 
the John Stuart building, New York City, 
marks the beginning of what may be a new 
trend in the display of home furnishings. The 
William 
a group of collaborating designers. 

While the 


decorative creation of importance on its own 


Striking a new 


exhibit is the work of Lescaze and 


hibition is an architectural and 


account, it does not compete for attention with 
the furniture itself. At all times the object 
f the 
furniture. 


display is to focus attention on the 
In this respect it differs from the 
current method of showing furniture in model 
rooms. 

Lescaze’s Own ex 


methods he 


It is interesting to hear 
planation for the revolutionary 
has employed. “At 
have no quarrel with model rooms. 


the outset,” he says, “I 
For more 
than twenty years they have been the accepted 
That they 
have served a useful purpose in stimulating 


device for the display of furniture. 


interest and educating taste in home furnish- 
conceded. But the time has 
come when one may question whether we are 


ings is readily 


not due for a further development or change 








in technique. In their effort to simulate in- 
teriors in the home, model 
ated certain difficulties for the decorator, the 
consumer, the retailer, and the manufacturer. 

“If the model room is presented to the con- 


rooms have cre- 


suming public as something to copy, it usurps 
the function of the decorator. If the 
from the into 
the furniture will ultimately find its way in 
the purchaser’s home, the result is disappoint- 


room 


differs greatly setting which 


ment and a dissatisfied customer. In too many 
instances, model rooms fail to sell the furni- 
ture, attracting too much attention to an ash- 
tray or a color scheme. Salespeople are too 
much occupied with other things than selling 
the furniture. Furthermore, not only is each 
room costly, but it 1s at its best only with 
furniture for which it was designed 

“It was with these thoughts in mind that | 
what I call ‘Evocations of Rooms.’ 
They create the appropriate background spirit, 


designed 


as to color contrast or harmony, period and 
allow the 
focus on the furniture 


feeling, yet psychologically cus- 


tomer’s attention to 


itself.” 


The background treatments, which comp! 
ment the furniture without intruding upon 
make use of many materials and son 


y old. 
sandpaper pasted to the wall make a spark 


new 
that are ve Square sheets of ordinat 
ling and scintillating background for one « 
Herts’ 
ribbed glass, forms a modern background f: 
“Mag 


nolite,” a new diffusing glass crossed by sciet 


Jack groupings. “Louvrex,” a ne 


Percival Goodman’s modern setting. 


tifically designed cylindrical lenses, is used i1 
one display and admits more light than tl 
brick and spreads the light 
A parapet of yellow “Vitrolite 
for a small dining 


ordinary glass 
more evenly. 
is a perfect foil grou] 
Evenly spaced panels of finely figured Ameri 
can walnut form a dividing wall with Jacl 
Herts’ bedroom on one side and Rutili’ 
bleached dining room on the other. A flexibk 
plywood is used in several of the exhibits. 
The niche for the beds in the display designed 
hy French & Co. has been smartly and inter- 
estingly covered in light tan leather, quilted 
diagonally. 
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322 Displaymen Turn Out 


For Los Angeles Jamboree 

The second annual stag dinner of the 
Southern California Display Club, held at 
the Lake Shore cafe, Los Angeles, brought 
out a record attendance of 322 displaymen 
from all parts of California. An excellent 
dinner and fast-moving entertainment kept 
up Southern California's reputation for do- 
ing things in a big way. The dinner, inci- 
dentally, instead of ranging from soup to 
nuts, started with a spotlight cocktail and 
continued with soup a la valance, salad 
mannequin, steak colossal, background foli- 
age, and ended with fashion dessert. 

Arrangements for the affair were in the 
hands of the following: program committee, 
Charles O'Malley, Broadway-Hollywood ; 
Dick La Francis, Bullock’s; Derrel E. Lee, 
Brooks. Ticket committee: J. Ducasse, 
Broadway-Hollywood; Charles M. Art, 
Mullen & Bluett; E. G. Sullivan, Webbs- 
Glendale; A. Johnson, Sears-Long Beach. 
Harry H. Hamilton, Henshey’s, Santa Mon- 
ica, served as chairman of the evening, and 
Jack Fifield, Foreman & Clark, was master 
of ceremonies. Prizes and awards were 
under the supervision of John Cooke, Coul- 
ter's, who also served as menu editor with 
the assistance of Harry Hamilton. The spe- 
cial menu cover design was done by Joe 
Lindeman, Broadway-Hollywood. 

During the evening a short discussion was 
held on the advisability of the Southern 
California club attempting to secure the 1940 
or 1941 convention of the International Asso- 
ciation of Display Men for Los Angeles. It 
was announced that both the Senior and 
Junior Chambers of Commerce would back 
such a move, as well as the Merchants’ As- 
sociation, Shriners, Elks, and other organi- 
zations. Further action on the subject is 
expected in the near future. 





Soft Drink Fountains 
Using Giant Soda 


A number of eastern drug chains and 
beverage centers are now showing a giant 
glass which contains 2! gallons of simu- 
lated creamy soda, with a huge scoop of 
ice cream bobbing around in the center, as 
a medium to build up fountain sales. Nat- 
ural color effects are supplied, while other 
beverages such as lime rickeys, ginger ale, 
and lemonade can also be reproduced. Mo- 
tion is supplied through pulsatiag air com- 
pressor motors operated by electricity. 

This product was developed by Universal 
Novelty Products Company, 65 Madison 
avenue, New York City. 





New Point-Of-Sale 
Display Firm 

John T. Putnam and J. Howard Seymour, 
Chicago, have formed the firm of Seymour 
and Putnam, Inc., located at 612 North 
Michigan avenue. The company will spe- 
Cialize in point-of-sale advertising. 


Perrine, Buffalo, 


Incorporates 

C. D. Perrine, who has been actively asso- 
ciated with the display field for over forty 
years, recently incorporated under the name 
ot C. D. Perrine Associates, Inc., with of- 
fives at Cleveland, Boston, and Buffalo. 
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The Motocut knifes through the work to 
be cut with a fixed stroke of inch and 
will cut to a maximum depth of 7% inches 
in lighter materials. The Motocut is par- 
ticularly adaptable for the cutting of 
plastics, inlays, cabinet work, templets, 
etc, and is idea! for cutting light gauge 
sheet metal for which a variety of single- 
edge saw type blades is available. 
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There’s More Profit in Cut-out Displays 
Get Your Share with the New 


MARTIN MOTOCUT 


The moment you use it, you will like the accurate balance and the 
light-weight "feel" of the Motocut that makes it so easy to handle. 
You will appreciate its ample reserve of smooth flowing power—un- 
interrupted power that permits you to cut intricate designs quickly 
and cleanly—whether it be through multiple thicknesses of show card 
board or tougher materials like plywood, light gauge metal or com- 
position board. 






The Motocut has no pulleys, idlers, gears or belts to wear out. Direct 
drive to the blade holder shaft is supplied by a single rotating part 
forming the eccentric, motor armature and speed governor. By 
maintaining constant motor speed—regardless of the toughness of 
material or depth of cut—this fly ball type governor makes ade- 
quate power always available. 


The Motocut is equipped with a Universal 115 Volt 


price AC-DC motor suitable for operation on either 


alternating or direct current. 


THE MARTIN BROTHERS ELECTRIC CO. 
ad | 3620 Perkins Avenue * °* «¢ Cleveland, Ohio 


Distributed in Canada by 


MARTIN ELECTRIC LIMITED 
624 King Street West * 4 * ’ Toronto, Ontario 
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HOSIERY SHOP. 
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—This sketch shows how to make a new shop by 
readapting the old shelving and show cases and 
including a judicious use of wall board. A slight 
change in the placing of shelving is necessary in 
order to make room for the display recesses. The 
sign at the top is on a half-round surface that 
harmonizes with the half-round feature of the 
design— 
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—Bamboo, always a very popular decorative ma- 
terial, can be used effectively for a summer booth 
such as shown here. The canopy can be a bam- 
boo shade of the type sold for porch use. Stretch 
it over a framework supported by two lattice 
pieces made of bamboo. The use of two round- 
top tables gives more room for traffic circulation— 















—Here the canopy top is an inverted set of 
steps matching the step formation of the table 
top. This is a design easy to make, with the 
added merit of originality. The center panel 
affords an excellent space on which to fasten mer- 
chandise on display. The corner decorations in- 
troduce pleasing spots of color— 
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—The “lighthouse” setting is a practical drama- 
tization for use in a promotion of household wares. 
With a change of wording, this setting can be 
used for beach wear equally well. The lighthouse 
can be made of cardboard over a light frame- 
work. The rays of light are cut from wall board 
and serve as lettering space— 
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"Oz" Display Rights 
To Stensgaard 

W. L. Stensgaard & Associates, Inc., 346 
North Justine street, Chicago, has arranged 
a licensee contract with Metro-Goldwyn- 
Mayer and Loew’s, Inc., for the right to 
manufacture and sell to the retail trade tie- 
in displays for the entire run of the forth- 
coming motion picture, “The Wizard of Oz.” 





—Some of the leading characters from "The 
Wizard of O7,"" by L. Frank Baum— 


Under the direction of “Bill” Stensgaard, 
very extensive display adaptations are now 
in course of manufacture and a number of 
leading stores have already signified their 
desire to link their display programs with 
the picture. 

The “Wizard of Oz” has particular sig- 
nificance for displaymen. The book was 
written back in 1900 by L. Frank Baum, then 
editor of Merchants Record and Show Win- 
dow, which was purchased in 1938 by DIS- 
PLAY WORLD. Baum was the founder of 
the International Association of Display 
Men some forty-two years ago. 

The film stars Frank Morgan as the Wiz- 
ard, Judy Garland as Dorothy, Bert Lahr 
as the Cowardly Lion, and Jack Haley as 
the Tin Woodman. 


Detroit Club Ponders 
Convention Question 

At the June meeting of the Detroit Display 
Club considerable comment was aroused by 
a letter from Syl C. Rieser, executive secre- 
tary, International Association of Display 
Men, in which he mentioned Detroit as the 
logical city for the 1940 convention of the 
association. A representative of the local 
convention bureau addressed the club in re 
gard to holding the annual conclave in De 
troit, offering every cooperation of his 
group. It was finally voted that no deci- 
sion should be made for the present as to 
making a bid for the 1940 convention. 

Plans for a club picnic were made, as 
well as for the July meeting, held July 10 
\t this session EK. M. Farrington, Talon, 
Inc., presented a talking picture entitled 
Bringing the Customer Back.” H. Led- 
vard Towle, Pittsburgh Plate Glass Com- 
pany, who is an outstanding artist and de- 
signer, addressed the group. 
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Send for this New Color Book 
of Backgrounds for Fall 


72” Width 
Non-crushable 
Rub-proof 
High Fade Test 
Bond and 
Metallic 





4 ERE'S a sure way to get extra punch into your 
fall displays: Use Nutrim, the ONLY corrugated that comes in a full range 
of widths up to 72”! That means neater, quicker work in putting up high 
backgrounds and pillars. And the many brilliant Nutrim colors will help you 
to dramatize new display effects. 


More than that, you can use Nutrim for cases, shelves, plateaus—set mer- 
chandise and other objects on it without in any way marring its sturdy, 
attractive surface. 


For Nutrim has a patented non-crushable, rub-proof surface, with unique 
cross-indentations that give it an unusual texture. And all colors have a high 
fade-test. 


Check into Nutrim for your fall displays. Write Dept. D-7 for the new color 
book today. No obligation. 


SHERMAN 


Paper Products Company 
NEWTON UPPER FALLS * MASSACHUSETTS 





“ee TO CROW ABOUT... 
A GOL RUSy 
SCHEUER 


Scheuer starts the "GOLD RUSH of ‘39"’ with this sensational 
line of Modern Display Fixtures in 24 Karat Gold Plate. See 
this group at our modern showroom or write for descriptive 
literature. 


SCHEUER ART METAL MFG. CO. 
307 West 38th St. (at 8th Ave.), New York City 



























Several months ago the firm of Wolfsheim 
& Sachs, Inc., New York City, moved into 
more modern quarters in the same building. 
The company manufactures jewelry boxes. A 
window display, it was decided, must be 
used to get over the idea of firm prestige, 
coupled with a touch of promotion. Herbert 
\. Malone, display designer, was called in 
and the display seen immediately above is 
the result—the window being about 4 feet 
in diameter and only 10 inches deep. 

The background was done on a seamless 
display paper, the design being stencil air- 
brushed. The trylons and perispheres were 
cut from wall board, air-brushed in white 
and brought up with light blue. The clouds 
were of spun glass. The lighting at the top 
was ina misty blue, and a small white light 
was used behind the central trylon and peri- 
sphere. At the right was an especially de- 
signed piece in white, blue, and gold, capped 
with a crystal ball. The merchandise on 
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Here And There 


display was in orange velvet, carrying out 
the World’s Fair theme of orange and blue. 

B. Altman & Co., New York City, recently 
used a_ series of welcoming windows in 
honor of visitors to the New York World’s 
Fair. Each window had a cut-out  back- 
ground map of a group of states, mounted 
in relief against a dark background spangled 
with stars as seen in the second illustration. 
A large golden eagle soared above the frame 
of each setting, while within the store a sim- 
ilar eagle was mounted on each column. 
Dimensional maps of the forty-eight states 
were used on the ledges. (Photograph by 
courtesy of Sue Williams Studio, New York 
City.) 

Silken legs paraded below a stage curtain, 
above peering eyes, and behind footlights 
when R. H. Macy & Co., New York City, 
featured an exclusive shade of hosiery not 
long ago. The window was constructed to 
resemble a stage, with feminine eyes looking 
upward at the parade of feet. The footlights 
were cardboard cutouts. 

Modern uses. of third-dimensional  dio- 
ramas combined with adroit lighting are 
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much in vogue at the World's Fair just now, 
and some are even finding their place in the 
regular display window. An example ot 
this is depicted in the photograph of a travel 
display in diorama form for the Moore & 
McCormack Steamship Lines, New York 
City. The firm ordered a number of thes« 
dioramas as itinerant displays, designed and 
executed by Will and Emily Muir down in 
the heart of the Greenwich Village art se 
tion. 

The Muirs took for their theme — the 
Iguazu falls, located on the frontiers ot 
Argentina and Brazil. Clever uses of dis 
play materials enabled them to represent 
rocks, foliage, and sky effects. For th 
waterfall they used a spun glass material 
The skillful arrangement of this latter ma 
terial gave a most realistic effect to the set 
ting. 

The falls were complete even to the rain 
At night 
this was further enhanced by a concealed 


bow, this being done in air brush 


system of prismatic hghting. The particula: 
display shown here was used by Canterbury 
Shops, New York City, to embellish — the 
store’s travel wear and sports attire dis 
plays. 


The Fixture Mart 
Is New Concern 

The Fixture Mart, Inc., has been opened 
at 314 West Jackson boulevard, Chicago, in 
the wholesale dress section. The new con 
cern is not a jobbing firm, but serves as 
agent for fixture manufacturers. The com 
pany has just released a new 36-page cata 
logue, copies of which are available on_ re 
quest. 


Kalasky Wins 
Contest 

\. T. Kalasky, W. B. Davis Compat 
Cleveland, Ohio, has been awarded first 
prize of $100 in the national window displa 
contest sponsored by Fellows Fashions, N¢ 
York City. The judges were members « 
the staffs of Esquire and Apparel Arts 
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New Display Book 


Is Issued 

A. E. Hurst, for many years connected 
with retailing and display in various forms, 
has just produced “Display Merchandise for 
Profit,” published by Prentice- Hall, Inc., 70 
Fifth avenue, New York City. The book 
seems very comprehensive and is well illus- 
trated. It is priced at $5. 

An idea of the nature of the text can be 
secured from some of the chapter titles, 
among them being the following: The value 
of display space; evaluating display circu- 
lation (some of the figures given here are 
taken from a survey made some twelve years 
ago by the International Association of Dis- 
play Men and are probably considerably out 
of line at the present time); the seven divi- 
sions of display; the dominant idea; window 
construction; decorative effects and color 
schemes ; illumination; motion; interior pro- 
motions; the modern trend in display. 





Walter Vogel Wins 
Window Contest 

An_all-expense-paid two weeks’ trip to 
his choice of five Minnesota fishing lodge 
was the award won by Walter J. Vogel, | 
S. Elliott Arms Company, Kansas City, Mo., 
for his outstanding National Fishermen's 
Week window display which won first prize 
in the recent annual competition staged by 
The Sporting Goods Dealer, national trade 
publication. 

Frank Billock, S & H_ Sporting Goods 
Company, LaCrosse, Wis., won second prize, 
and third place went to T. Jimmy Poitras, 
Morley Brothers, Saginaw, Mich. Mrs. H. 
O. Burgett, Burgett’s, Martinsville, Ind., 
and E. Therkelsen, Davidson Company, Des 
Moines, Iowa, tied for fourth place. 


>. 
> 
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"Selling Men's Apparel 
Through Advertising’ 

M. M. Lebensburger, advertising manager, 
B. Kuppenheimer & Co., Inc., Chicago, has 
recently published a very comprehensive 
book on the subject of “Selling Men’s Ap- 
parel Through Advertising.” The book is a 
practical guide to effective methods as they 
have been developed and demonstrated in 
the author's years of experience in the ap- 
parel business and in his present position. 
One chapter of the book is devoted to dis- 
play, outlining elementary principles for 
merchandise placement, scheduling, types of 
display, ete. The book is published by Mc- 
Graw-Hill, 330 West 42nd street, New York 
City, at $3. 


B. M. Ainsworth Appointed 
Merchandising Counsel 


Bertram M. Ainsworth, sales and market- 
ing expert, has been named merchandising 
counsel by Designers for Industry, Inc., New 
York-Cleveland-Chicago, and will head a 
ew division providing a broad merchandis- 
g consultation service to manufacturers 
and commercial organizations, according to 
an announcement by Charles H. Oppen- 
heimer, president. Ainsworth’s activities 
will embrace five major fields: management, 
sales organization, product, sales promo- 
tion, and marketing. He will maintain 
headquarters in New York. 
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Just blew in to tell you that | and 
my sisters are cast in 


Genuine “Rubberlite” 


We are life size! 


We do not shrink, crack or chip under any 
weather conditions. 


Elsa Profita has created us with a flare to 
wear clothes divinely, and we'd be happy 
to model for you. 


Our representative will be glad to call— 
Just write. 


Ww 


DURABLE DISPLAYS, INC. 


2010 S. Halsted St. 
CHICAGO 


| East 42nd St. 
NEW YORK 








will sell at the same prices. 


SAMPLES ON REQUEST 





VELVELUR 87" 


THE NEW BACKGROUND FABRIC PAPER 


1. Rolls 87 inches wide, convenient lengths, and sheets size 24 x 36. 


2. 29 intriguing pastel colors dyed thru and thru, and wool-flocked for 
subtle effects. Unusual, artistic, rough finish. 


3. Now being made Non-Inflammable—available in a few weeks and 


4. Can be cut and shaped into beautiful three dimensional figures. 
Stands considerable abuse without cracking or permanent crease. 


5. Takes water-color, paint, printing, Air Brush, and screening. 
JOBBER TERRITORIES OPEN 


THE ACE PAPER CO., Inc. 


DISPLAY DIVISION 
426 WEST BROADWAY — NEW YORK CITY. N. Y. 





ANIMATION / 

witH FLEXV-ACIJON MOTORS 

For more reliable motion displays, use 
FLEXO ACTION mechanisms. Fine 


geared motors for every movement. Any 
speed, current or type of motor. 


TURNTABLES: 30 to 1000 Ib. loads 
MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 






















specializing exclusively in 


—VELVETEENS— 


36-inch attractively priced, permitting their 
unrestricted use for all branches of display. 


—RAKO-SEAL— 


a lustrous plush at an unusual price 


Wholesale Only — No Cuts 


J. C. SIEGELMAN CO., Inc. 


11 East 22nd St. New York, N. Y. 











Below is shown a group of six show cards 


which won top awards in two divisions of 


the annual contest sponsored by the Inter- 
national Association of Display Men. The 
cards were done by Carl V. Haecker, dis 
play director, Montgomery Ward & Co., 


Chicago 

The upper row represents the first prize 
show 
“Spring Values 
had_ black 
lettering. The sprinkling can was in blue, 
black The 
and handle of the sprinkler were done on 
paper affixed to the 
tabs inserted 


“best collection of three 
The 


Ever” 


winner in the 


cards” classification. 


Bigger Than card 


(Grow 


with and white stripes. body 


heavy and card by 


means of which were into 
thus giving a third dimension to the 
The blue: the pot 


was orange-red covered with a spatter effect 


slots, 
poster flower was in 
in black. 

Phe second card loses much in reproduc- 
tion. The “Thrifty,” for example, 


black 


was in 


red with and white lines to torm a 


DISPLAY WORLDS 


These Cards Stood Out 
In l..A.D.M. Contest 


which does not show in the photo- 
The body of the Scottie was painted 
the card, but the head 
cutout set out from the back- 
ground. Under the chin was tied a 


giant red cellophane bow, spotted with white 


plaid 
graph. 
in black on was a 
separate 


dog’s 


paint to represent polka-dots. 

The lettering for “June Parade of Values” 
was done in red and the same color was 
used for the spatter work on the lower part 
of the card, thinning out at the top. The 
cadet was done in red, white, blue, and buff. 
The body and cap were further treated with 
black spatter. The “chest” was on another 
—The upper row of show cards won first 
honors in the "best collection of three show 
cards" classification at the recent |. A. 
D. M. convention in New York City. The 
lower group won, left to right, third, first, 
and second prizes in the ‘best three hand- 
lettered cards" division. All six cards were 
done by Carl V. Haecker, Montgomery 


Ward & Co., Chicago— 








sheet, curving outward for a third dime 
sion. 

The lower group of cards won third, firs 
and second, respectively, in the “best thr 
hand-lettered cards” division. 

The first window poster had the wor 
“Suspenders” in black. The rug was blac} 
gray, brown, and cerise. The man’s slippe: 
and trousers were done in two tones © 
brown; his shirt was gray and his hair red 

The fishing was done witl 
the bait can and bumble bee partly resting 
on separate blotches of a transparent light 
blue. The lettering was entirely in black 

The final card had green and yellow fig 
ures, with black lettering. 


tackle card 


John Nichols Resigns 
From Wanamaker's 

John C. Nichols has resigned his position 
as display manager for John Wanamake 
Philadelphia, Inc., Philadelphia. His future 
plans have not yet been announced. 
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New Display Fixtures 
Of Plexiglas 


One of the newest man-made materials 1s 


Plexiglas, which has been used extensively 
for airplanes, but is just making its bow 
to the display field in the form of fixtures. = 


Among the merits of the new plastic are the 


following: retention of its crystal clearness; 
45 per cent less weight than glass; 92 per 


Saves time and effort . . . the perfect medium for window backgrounds, ledge and 
floor displays . . . sturdy, light in weight and finished in two-color effects . . . ideal 
for painting, spraying and silk screening . . . can be formed into various shapes 
and boxes eliminating need of | x 2 frames and lumber supports . . . boards 
can be easily cut . . . SIZE 48” x 96” . . . available in the following effects: 


Embossed RED on one side—Embossed WHITE on other 
Embossed EMERALD GREEN—Embossed WHITE on other 
Embossed ROYAL BLUE —Embossed WHITE on other 
cent of light transmission as against 88 per Embossed ORANGE —Embossed WHITE on other 
cent for glass; ability to conduct light 
around curves, and the ability to withstand 

a heavy hammer blow. It is a thermoplastic — PAPER SPECIALTIES Ce 
which softens under 230 degrees of heat and 

can be shaped when hot. Plexiglas is made 640 W. 57th STREET @ NEW YORK CITY 
by Rohm & Haas, Philadelphia. 

The possibilities of Plexiglas tor display 
fixtures interested Gilbert Rohde, New York 
City designer, who has developed a_ very 
practical and novel group of units, two of 
which are illustrated here. They are char- ¥ | | A N # | 
acterized by their functionalism and by their 
simple sculptural design. Designed by 
Rohde, the fixtures are being fabricated by ~~ 
Cyrille Steiner Studios and sold by James oe B HK i i K R PA ) 

B. Williams Company, 498 Seventh avenue, © 
New York City. 

Sone After the adjustments of the past year or two, 
Louisville Displaymen there is a very definite interest among individuals 
Enjoy Outing and businesses to make a new start and to build 

\ number of displaymen of Louisville got for a future. 
together the latter part of June and spént an 
afternoon and evening at the camp of Phil 
Sandman on the Ohio river. Badminton, 
ishing and swimming were on the day's This can best be done in your case by starting now 
program, followed by cards in the evening. to make yourself proficient in the work you under 
Jack Nasser, formerly with Oppenheim’s, ey ‘ 

Inc., Jackson, Mich., but now with Loeven- ceaataliniatinaits 


hart & Co., Louisville, was with the party. Y WE SOLVE YOUR PROBLEM WITH OUR 
C. R. Crawley NEW HOME STUDY COURSES IN WIN- 
With Pomeroy's DOW DISPLAY AND CARD WRITING 

C. R. Crawley, formerly display manager 
for the George B. Peck Company, Kansas ; Because you can pay in small installments worked 
City, Mo., is now in charge of display at out to meet your financial condition. 


Pomeroy’s, the organization’s store in 


Wilkes-Barre, Pa. 














Now is the time for you to fight a battle for work 
and for better pay. 





Write us fully about your ambitions and present 
conditions and we will try to help you be prepared 
Justema Joins Staff for better times when they arrive. 
Of Old King Cole 

William Justema, whose design and decor 
have cote in Vogue, Cinae Harper’s T H E K oO E S T E a S Cc H oO oO L 
Bazaar, and other well-known publications, 300 W. ADAMS ST. CHICAGO 


has joined the staff of Old King Cole, Inc., 
Canton, Ohio, and New York City. 
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Display Is Star Salesman 
For Fishing fackle 


It there breathes a true follower of Izaak 
Walton whose step does not falter as he 


approaches a colorful window display of 


fishing tackle . if there lives a true sports- 
man who fails to pause and become com- 
pletely absorbed in this magnetic display, 
he is indeed a rare, almost unknown, repre- 
What a gripping 
mystery is to the detective story reader, so 


sentative of the species 


is a display of tackle to a fisherman. 

Because fishing tackle has such a fascina- 
tion and appeal to the sportsman, display in 
many forms is an important factor in the 
merchandising program of the South Bend 
Bait Company. All its personnel are ardent 
fishermen themselves; they know the many 
things that appeal to followers of this grow- 
ing sport, and they create displays that 
attract and hold attention. 

Display, in fact, launches the annual busi 
ness drive of the firm. Its agents and their 
guests are treated to an claborate presenta 
tion of all new merchandise in a spacious 
Along with 
the new items for the coming year are pre 


display room at the factory. 


sented, of course, the many items that have 
hecome standard through years of successful 
pertormance And this display room, inci 
dentally, is in daily use the vear ‘round 
for acquainting the many factory visitors 
with the several thousands of items in our 
line. 

Next, the sportsmen themselves are given 
something of a preview of tackle, at the 
many big sportsmen’s shows staged through- 
out the country. And here again display ts 
the medium that acquaints them with the 
South Bend line. An enormous black velvet 


By LEN HOFMANN 
South Bend Bait Company, South Bend 


covered display panel forms the background 
of the imposing South Bend exhibit at such 
events; neon signs contribute much to make 
such displays impressive presentations. On 
the huge panel are arranged dozens and 
dozens of bait casting, fly casting and salt 
water rods, trolling rods, popping rods, rods 
of every size and description, rods de- 
signed for pursuit of the popular panfish 

. and the giant tuna. 

There is an equally extensive and in- 
triguing variety of reels for any purse and 
every purpose. There are dazzlingly colorful 
. . life- 
like-looking plugs, brilliant flies and bugs 
There are lines, 


lures in a seemingly endless array 


and feathered creations. 
leaders, hooks, spinners ... a selection of 
tackle that creates the desire for ownership 
right on the spot. Display does the trick. 
Phen, South Bend's cooperation with its 
wholesale and retail outlets, through display, 
is important. This has its origin in South 
Bend packaging (which has won national 
honors and awards) and includes displays 
for counters and show case, for windows 
and aisles. There are easels and_ special 
packages for window, counter, and table, for 
floors and display islands; nothing is over- 
looked to make the stock of South Bend 
tackle in a dealer's store one of its most 


—Could any ardent angler pass up this 
display of South Bend tackle? Beauty and 
utility are combined in the practical, space- 
saving "island." The other illustration 
is of a special "Equipto" display manufac- 
tured by the Aurora Equipment Company, 
Aurora, Ill., through whose courtesy the illus- 
trations are used— 


inviting and appealing spots. Good packa 
ing and tasteful display combine to acco1 
plish this purpose. 

Our presentation of individual items is al 
worthy of attention... and attention inde 
is given to this important merchandisi: 
angle. Easels, for example, are planned 
minute detail to the end that they will r 
main always attractive and sales-compel 
ing... right up to the moment the last 
Lure boxes with cellophan 
tops were introduced on these display easels 


lure is sold. 
this year so that the dealer might have all 
the sales assistance lent by the eye-arresting 
colors of the lures themselves. Then, unde: 
neath such lure boxes are drawings of vari 
ous fish so there always remains in 
sight something to interest and attract th 
prospective purchaser. 

It might be well to point out that this 
organization's display is not confined solely 
to items of equipment; much of it could be 
classed as institutional. 
background supplied to dealers this yea 


For example, on 


showed forty species of fish in natural color 
reproductions. It was surmounted by smallet 
displays, the entire assembly designed to 
make a complete and attractive background 
for a window of tackle. Displays have also 
been created for the purpose of increasing 
interest in the sport of fishing and have had 
as their theme South Bend’s well-known 
“Fish and Feel Fit” slogan. 
same end, photographic reproductions ol! 
outdoor and fishing scenes are frequently in 
corporated in South Bend’s display material. 
The part thus performed by display is two 
fold: institutional and direct sales. 


To serve this 


" 


a ta ie J 
LAH & ira 
+! 1 sa 


x 
ny 
Ee) boc] 


eae 
i 


@ 


































929 SULLY. 19S9 
National Tennis Contest 
Won By Frank Billock 
First honors in the annual National Ten- 
nis Week display contest, sponsored by the 
Sporting Goods Dealer, St. Louis, have been 
awarded to Frank Billock, S & H Sport 
Shop, LaCrosse, Wis. His prize was an 
imposing golden sunray metal electric clock, 
surmounted by the figure of a tennis player. 
Second prize went to Wade Dohoney, Fred 
Varney Store, Clayton, Mo. 
. Awards of $5 were made to each of the 
- following: B. Humler, University Book 
Store, Seattle, Wash.; L. FE. Summerton, 
1 Sauer’s Department Store, Memphis, Tenn.: 
i Miss Grace Everest, Scruggs, Vandervoort, 
2 Barney, Inc., St. Louis, Mo.; Walter J. 
Vogel, R. S. Elliott Arms Company, Kansas 
a City, Mo., and Gerald Hyde, A. G. Spalding 
al & Brothers, San Francisco, Calif 
las i 
ane Bloomingdale's ''Nature'’ Windows 
| Delight Hot New Yorkers 
all Cool, al fresco window displays now on 
Ing view at Bloomingdale’s are stopping heat 
el weary New Yorkers in their tracks, it is 
I said. Each window has a garden with a 
in brook running through it, and a profusion of 
th rocks, moss, water lilies, and the like. But 
the epitome of something or other is this 
his an “echo chamber” below the window picks 
ely up the bubbling water sounds and these are 
bn carried out for the benefit of the passersby 
Tne via amplifier. 
— The windows were designed by Count 
lor Sergei Belliowsky. Sam Blum is display 
ler director for Bloomingdale's 
to 
nd 
lso 
neg 
ad 
wn 
his 
ol 
in 
al 
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File Your Copies with this 


BINDER 


A Click and Magazines are Bound 


fis OUR many thousands of subscribers who have wished 

tor an inexpensive way of binding and preserving their 
pies of DISPLAY WORLD we offer the new and beautif 

PERMO BINDER to f this very definite need Tl binder 


No punching or marring of magazines 


necessary. A k and the magazine n ind with a 
pate >| t b k | 
1 WwW | C } 7? } 
k Is 12 
} DI RM BINDER 
} i 1 t 1 ¢ 
t ? The t Tar 
MO-BOUN 
* 





Send check for $1.50 for each binder desired, $1.75 foreign. 


DISPLAY WORLD .. . . Cincinnati, Ohio 











WINDOW DISPLAY| | pritisH AGENCY WANTED 
MATERIAL : ically SGA Aan Gadiaies 


turer, who produces very artistic dis 


BECKER SIGN SUPPLY CO. play novelties, wishes to contact 


314 N. Eutaw St. Baltimore, Md. leading \merican manutacturers with 
selling 





the idea of exchanging sole 














rights in the two markets. Please mail 


catalogues with prices f. o. b. British 


 WESCOL 


58 Broadwick Street, 
London, W 1, England 



















The Fountain Air Brush 


The AirBrush of the Particular Artist 


« 2 
ry yay uu? 


em 


¥ 


A NEW AIR BRUSH FOR 
THE DISPLAYMAN 
Fasy to handle and keep in order. 
Send for Catalog No. 52D 


THAYER & CHANDLER 
910 W. Van Buren St. Chicago, III. 






















NATURAL WOOD BARK 


In cheets approximately 8 feet by 18 inches 
Ideal for Fall disp'ays 

$2.00 per sheet in lots of four cr more 
Less than four sheets, $2.50 per sheet 

ete line of fixtures fabr 
Write for Nose ( » ¢ or 
GENERAL DISPLAY CORP. 
CAREW TOWER » a 


Compl 
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Drize Winners 





—Above is a group of first prize winners for seven classifications in the 
display photograph contest conducted by the International Association 
of Display Men at the organization's yearly convention. (Full details of 
the contest results will be found elsewhere in this issue.) ... Upper row, 
left to right, millinery display, John W. Tarpey, De Jong's, Inc., Evansvillo, 


Ind.; china and glassware, George H. Wagner, J. L. Brandeis Stores 

Omaha. . . . Middle row, men's hats and caps, E. F. Brown, Hartley's 

Fairmont, W. Va.; wall paper, George H. Wagner. . . . Lower row 

smoking equipment ... civic and memorial .. . jewelry, all by Carl V 
Haecker, Montgomery Ward & Co., Chicago— 
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More Attention For Display 
Urged By McClaughry 

Speaking at the merchandising division 
meeting of the National Retail Dry Goods 
\ssociation in San Francisco on June 29, C. 
ID). MecClaughry, display director, H. C. 
Capwell Company, urged that management 
give more attention and better appropria- 
tions to display. Singling out interior dis- 
play in particular, McClaughry said that 
such displays are usually, through necessity, 
handled almost entirely by — salespeople 
rather than displaymen. He ridiculed the 
idea of training salespeople in display, sug- 
gesting instead that a department of interior 
display be set up, under the direction of the 
display manager, with a staff of men to work 
only on interior treatments. Department 
heads would requisition departmental dis- 
plays just as they now do tor windows, he 
said, then went on to point out that there 
should be no skimping on display budgets. 

“Advertising budgets average about 4 
per cent to net sales,” he said. a“Display 
budgets, exclusive of rent, average about 

of 1 per cent to net sales. Make that 
display budget comparable to advertising. 
On this 5 per cent average for publicity, 
why not allocate a larger per cent of the 
total to display, and you'll get results. It’s 
going to take a little nerve because it’s 
different. You won't see direct results on 
each individual case, but over a whole there 
should be an increase in sales.” 

McClaughry also recommended the = ap- 
pointment of one person, skilled in the use 
of words, to write all store signs. He con- 
cluded with the statement: “Don’t think of 
display as display—call it the display pro- 
motion department to tie it in with = sales 
promotion a 


Cincinnati Company Wins 
Utility Award 

The Cincinnati Gas & Electric Company 
has been given the premier award for elec 
tric window or interior display in the an- 
nual competition sponsored by the Public 
Utilities Advertising Association. Awards 
of merit in the same classification went to 
Kansas City Power & Light Company, Kan 
sas City, Mo., and to Consolidated Edison 
Company, New York City. For a gas win 
dow or interior display the premier award 
went to the Washington Gas Light Com- 
pany, Washington, D. C., and. awards ot 
merit were made to Central New York 
Power Corporation, Buffalo, N. Y., and the 
Philadelphia Gas Works Company, Phila 
delphia. 


Harold Kihl Teaching 
Display Courses 

Ten courses in merchandising are being 
conducted this summer at the School ot 
Trade and Industrial Education, near 
Miami, Fla. Harold J. Kihl, display depart 
ment, R. H. Macy & Co., is conducting the 


classes in display. 


Greene Representing 
Lloyd In South 

J. N. Greene is now representing Lloyd 
Display Equipment Company, Inc., New 
York City, in Louisiana, Texas, Georgia, 
lississippi, and Tennessee. 
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Do you want econ 
omy .. . beauty in 
an inexpensive back 
ground? This large 
window takes about 
to a roll of Adler 
Jones ‘Seamless 102." 
No joints or seams 
in the entire back 
ground. Be sure to 
see the new line of 
beautiful colors. 


oe ay 

Seamless 102" now in new 
Colors for AUTUMN and 
CHRISTMAS Displays 


This popular 81% foot wide display paper is now 
available in Harvest (warm buff), Melon (salmon 
shade), and Rust for Fall displays . . . in bright 
Christmas red, green and blue as well as white 
. . - all stocked for immediate delivery. 


Order your supply of this money-saving, useful 
Color sample books sent free on 
request. The Adler-Jones Co., 523 S. Wabash Ave., 
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MILEO 


MANNEQUINS 


chosen by the better stores 


FACES of distinction; natural, 
Wiken: sot charming, sophisticated. 
ave in Mew FIGURES CORRECTLY PRO- 
PORTIONED to display all new 


York for the 

World's Pair: dress and coat styles. 

So eute io In standing and flexible effects, 
wraith) Gin including the new “action” poses. 


Write for photographs 


7 West 36th 80.0 oe 9 

















NEW CARPETS for OLD 


Use DY-O-RUG to renew or re-color worn or 
faded carpets and draperies. The perfect 
color for use with air-gun to re-color old 
fabrics. All colors and Black. 


For complete information and sample write 


HELMS CHEMICAL COMPANY 


58 W. Washington Blvd. Oak Park, Ill. 
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MERCHANTS RECORD AND SHOW WINDOW 
of Every Month by 
PUBLISHING COMPANY 
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Issued on the Fifteenth 

THE DISPLAY 
H. C. MENEFEE, President 
NATHAN SILVERBLATT. S< 
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OUR PLATFORM 

The Development of Window Display Adver- 
tising. 

More Display Cooperation by Manufacturer 
. and Merchant. 

Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 

Appreciation of Display's Power in Merchan- 
dising. 
Absolute 
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New Spirit Being Shown 
In Regard To |. A. D. M. 


Running as an through — the 
\ssociation of Display Men 
held in New York City re- 
thread of discussion 
renewed 


undertone 
International 
convention, 

which 


cently, was a 


brought hope and encouragement 


to many displaymen who have been afraid 
that the 


a COTTE 


national association can not make 


back to its former membership 
field. 

during the past 
little 


could be 


status and prestige in the 

\t conventions 
had 
among members as to 
for the I. A. D. M 


versation usually 


several 


vears there been very discussion 


what don: 
itself; association con- 
revolved around the diffet 
ent political camps represented by the can 
statements 
did little 
member, so 


didates for office, coupled with 
to the effect that the 
if anything for the individual 
about it? There was a marked 
interest 1 the | A. D. M. as an 


organization 


association 


why 
lac k of 


Worry 


this attitude underwent 
New York 


and one-half 


Strangely enough, 


a revision some time betore the 


convention; during the four 
days which most delegates spent at the affair 
find 
to ten members in 


best 


it was a rather common occurrence to 


groups ranging trom twe 


earnest discussions of the Ways. to 


make the I. A. D. M 


evervone 


the strong association 
desires 

Many of the opinions advanced were good 
bad, it is the interest once mort 
that counts. If the 
members of the organization will take a sub 
affairs of the I. A 
upon it as 


sut good o1 


being shown individual 
stantial interest in the 


D. M., and not look 


medium through which 


merely the 
a trade exposition is 
arranged once a year, then there is a real 
substantial 


The 


small: a 


chance for the group to show a 


gain during the next vear. present 
drive 
for more members might serve as a bleod 


A4.D.M 


membership roster is very 


transfusion which would give the I. 
the strength to forge ahead. 
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But even more than that is needed. There 
will always be some of the “old-timers” who 
will stick to the association regardless of 
its strength or weakness, but in order to 
gain and hold the younger men and build 
for the future it is necessary for the I. A. 
D. M. headquarters to formulate a definite 
program which encourages the belief that 
the group is really going somewhere—a pro- 
gram which is interesting and beneficial, one 
in which all members participate in 
way or other. 

The time is ripe for such a step, as indi- 
cated by the renewed interest manifested 
at the last convention. The initiative has 
already been taken by Joseph McCann, new 
head of the I. A. D. M., in moving the na- 
tional headquarters to Washington, D. C. 
This change of location is an advantage in 
itself, if for no other than the fact 
that it gives another section of the country 
the stimulation of interest in association 
affairs that naturally follows with the trans- 
fer. McCann has also come out for a pro- 
welcome news 
to all, and has announced an impending 
drive on behalf of the I. A. D. M. 

With all this in the air it behooves the 
country’s displaymen to do their part. Dis- 
play and displaymen need a strong national 
association, and the association in turn must 
have the help of all concerned. The feeling 
and of having a common 
goal, prevalent not so far in the 
lacking in recent 


can 
some 


reason 


gram of economy, which is 


of comradeship 
past, has 


been sadly years except 
for a few isolated groups which have always 
kept the faith. 
hind the 
the association 


mutual strength, 


If displaymen will get be- 
then, paradoxically, 
behind them tor 
and advancement. 


association, 
can get 


benefit, 


Increased Display Appropriations 
Shown By N. R. D. G. A. Report 
National Retail 
Dry Goods Association made public a report 


Back a year or so ago the 


in which it was shown that of all department 


and specialty store publicity media, display 


was the one which had received the largest 
comparative boost in appropriations during 
that 
ciation pointed out that display 


the preceding year. At time the asso- 
being 

and 
that greater appreciation was being shown 


Was 


scanned more closely by management 
by top executives tor the selling job it does. 


Now the N. R. D. G. 


report 


\. has issued a newer 


and once again display has moved 


up. The report states: 
“Two media for bringing the public into 
the store—the and the 


won 


newspaper display 


window—appear to have increased 


favor last vear in the promotional program 
of the 


store, 


specialty 
Pub- 


completed 


and 
‘Analysis of 
1937-1938,’ 


average department 
according to an 
Expense for 
July 7 by the Sales Promotion 
the National Retail Dry 

“Out of every dollar spent for promotion 
1938, 64 cents went 
lineage, the 


licits 
Division of 
Goods Association. 
by the average store in 


for newspaper study revealed. 
This was on the level with the share of the 
publicity dollar devoted to newspaper adver- 
1935, but 2 than that 
spent for the same purpose in 1936. Further- 


more, the average store spent 13 cents of its 


tising in cents more 


publicity dollar for display in 1938, as com- 
1935 and 1936, 


Thus, newspaper lineage 


pared with 11 cents in and 
10 cents in 1934. 


and display last vear accounted jointly for 


SUEY. 093s 


more than three-fourths of each promotion: 
dollar expended in the department and sp 
cialty store field. 

“In comparison with 1936 averages, oth 
items of publicity expense showed relative] 
no change last year. These included adver 
tising payroll at 8 cents of the publicit 
dollar; production costs at 4 cents, and di 
rect mail at 5 cents. Miscellaneous expens« 
which includes billboards, carcards, periodi 
cals, and media other than newspape: 
direct mail, and radio, declined to 6 cents. 

“Pointing out that the increase in the per 
centage of the publicity dollar spent for dis 
play in 1938 was 18 per cent over that i 
the average for the three years from 1934 t 
1936, Alan A. Wells, manager of the Sales 
Promotion Division, who compiled the reé 
port, asserted that window display was 
winning better appreciation of its impor 
tance. 

“*There is 
whether this 18 per cent rise may be attrib 
uted to higher expenditures in this classifi 


some room for. speculation 


cation or decreased net sales in many stores, 
Wells said. 
to have won better appreciation of its im 
In 1938 more money was spent fo1 
display or it was not cut in proportion to 
the decline in 

“‘Many alert stores, after careful study, 
are giving to display 20 per cent of the sum 


‘In either case display appears 
portance. 


business.’ 


devoted to space. It seems en 
probable that this would be a profit 
that might 


whether it 


newspaper 
tirely 
able procedure 


each store 


sensibly consider is utilizing to 
the utmost the 


force in window and interior displays.’ ” 


readily available selling 


"Black Ray" Lighting For 
Point-Of-Sale Display 
Indoor Inc., is the 


General Advertising, 


name of a new firm organized in Chicago by 
W. Bigelow Ferris, who plans a new type of 
point-of-sale display in which fluorescent 
and ultra-violet ray 


roles. 


inks lighting will play 
leading 

The unit is an especially designed displa 
stand place in 
public 


which Bigelow expects to 


places such as railway terminals, 


hotel lobbies, drug stores, etc., space on the 
sold to 
panies on a thirteen-week basis. 
four illuminated panels 10% by 
iHuminated 


unit being non-competitive com 


ach stand 
will carry 
with an streamet 


24 inches in 


1334 inches, 
6 by 
The 
the inks 
will be in the fluorescent colors developed b: 


S1Ze. 
that 
advertisements 


novel feature of the display is 


used to print the 
Lithographing Company, Cleve 
unit flooded 
with “black ray” lighting to bring out the 
The printing-im 
pregnation process involves sending the copy 


Continental 
land, and each display will be 


vividness of the colors. 


through a special press fourteen times, it 1s 
said, 


Winnipeg Firm 
Changes Name 

The 
house formerly called the Winnipeg Map & 
Blue Print Company, Ltd., 
Ltd. 


celebrating its 


Winnipeg, Canada, display supp! 
has changed its 
Coincidentally 


twenty-sixtl 


name to J. G. Fraser, 
the firm is 
birthday 
larged quarters. J. 
dent; J. S. Bentham, manager, and W. H 
Boone, sales manager. 


with the opening of modern, en 
Gordon Fraser is presi 
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Question: I am in need of information 
concerning the best way to index a “morgue” 
file. In this file we would like to keep clip- 
pings of illustrations, lettering, sketches, and 
the like. By having such material as this 
clipped and filed, we can—or should be— 
able to turn to it quickly and proceed with 
the job. But how should we index it so that 
any given item will not be “buried” in one 
classification when it might be equally ap- 
plicable to another ?—Burlington, Iowa. 

Answer: Your local stationer will be glad 
to show you several inexpensive filing en- 
velopes, etc., from which you can select the 
type most suitable for your own require- 
ments. <As to filing, a cross-index system 
should be used. Thus if you have a clipping 
showing a distinctive style of lettering, plus 
an unusual layout treatment and _ figure 
sketch, it will be indexed under each partic- 
ular heading, instead of being filed away un- 
der the one title of “lettering.” Under a cross- 
index system, this same clipping could be 
found by referring to either or all of the 
following headings: lettering, layout, or fig- 
ure. This cross-indexing is a bit trouble- 
some, but once you have inaugurated it you 
will find that it will more than repay you 
for the time required because of the ease 
with which you will be able to refer to all 
clippings under a given title in the shortest 
possible amount of time. 


Question: Spotlighting adds interest and 
color to my displays at night, but during the 
day the color fades out and the reflections 
in the glass are quite noticeable. How can 
I use spotlights effectively during the day, 
and also get rid of the reflections ?—Peoria, 
Illinois. 

Answer: The concentrated light from a 
spot depends for its effectiveness on its 
comparatively greater brightness to its sur- 
roundings—thus in a dark window the beam 
of the spot stands out best. As the general 
illumination surrounding the — spotlight’s 
beam increases, the contrast diminishes. 
Thus sunlight practically nullifies the effi- 
ciency of the window display spotlight, and 
the same sunlight is responsible for the re- 
flections of the plate glass. Some display- 
men use their spots only at night; during the 
day they use their general overhead lighting 
to dissipate the reflections so that the dis- 
play can easily be seen. On the other hand, 
a number do employ spots during the day, 
but with the realization that little can be 
done to bring them out to their full effective- 
ness without taking steps to keep the re- 
mainder of the window as dark as possible. 
Holtz Now Sales Manager 
For Excelsior 

S. B. Holtz, for several years associated 
vith the Window Display Syndicate, Chi- 
cago, has joined the Excelsior Window 
rimming Corporation, New York City, as 
ales manager. He will continue as Eastern 
epresentative for the Window Display Syn- 
icate. 
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Kling-Tite Automatic 
One-Hand Tacker 


TOPPING WASTE in Point-of-Sale adver- 
tising—waste in selling hours—is being 
done by thousands of Displaymen, Sign Men 
and Salesmen—with Kling-Tite, the Automatic 
One-Hand Tacker. It gets up more displays, 
in more stores, in less time, with less effort 
—getting materials into selling action hours 

earlier! Adopt this modern method! 
Ask for Folder 
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SEND FOR 
SAMPLES 


CHICAGO CARDBOARD COMPANY 


666 W. WASHINGTON BLVD., CHICAGO, ILL. oe 


N Gon Sule by aeading Distashators. — Eresywhes 
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Timely Display Ideas... 








By JAMES KILEY 





—This unit is designed primarily for the display of ladies' evening shoes. It is constructe: 

of wall board with '%-inch pine shelving for the shelves. The center decorative panel j 

painted a blue-gray with the outline of the modern design heads done in gold. The star 

are silver. The center piece is framed with a 34-inch half-round gold finish moulding. Th: 

two side units having the attached shelving and the top of the two large platforms are 
painted a pure white with midnight-blue edging— 




































































—This displayer can be constructed of wall board 
of fir panel, using % by 6-inch white pine for the 








five shelves. A left and right unit at either side 

of a men's hat display would form an attractive 

setting. If this unit is to be used in the autumn, 

decorate the post and shelves in yellow with brown 

edging, using orange cut-out appliqued lettering 
on the sign— 








WALK IN 
_COMFORT 

















—This center unit is for a display of men's shoes. The feet and shoes on the panel are 

separate cutouts appliqued so as to appear to be walking right out of the background. The 

"Walk in Comfort" is of appliqued lettering. The unit can be constructed easily of wall 
board built up on a wooden framework— 


—This design is especially suitable for an autumn 
center panel, or it could be cut from wall board or 
fir plywood and used as an appliqued cutout. 
When decorated in fall colors the idea is very 
effective. If used as a cutout, attach a separate 
brush through a slot in the hand, extending up 
under the arm. An eye-catching seasonal design 
cutout, brought forward on blocks of wood from 
the background, always is very effective— 





A = ORANGE 
B =BROWN 
C =YELLOW 
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Familiarize Yourself 
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With Fluorescence 


By ALBERT BLISS, President, 
Bliss Display Corporation, New York City 


The greatest development of the century 
in the retail store will center around light 
and this light will be fluorescent light. The 
display director has a great opportunity at 
this time to associate himself actively with 
this great new development. He has the op- 
portunity of a lifetime to prove to the mer- 
chant that he is the logical executive to con- 
sult concerning fluorescent lighting. 

More and more the store owner realizes 
that display offers him the greatest selling 
opportunity in his entire retail organization. 
The displayman knows better than anyone 
else that he is dealing with sight, because 
he understands the psychology and_ princi- 
ples of seeing. Because fluorescent lighting 
centers on better visibility, both functional 
and dramatic, the displayman should learn 
all he can about fluorescence. 

He should know that fluorescent lighting 
(1) increases foot candles, (2) reduces watt 
consumption, (3) reduces operating cost ot 
air conditioning, (4) eliminates dirt from 


ceilings, (5) reduces color exchanges, (6) 
enhances beauty of texture, color, and form 

He should know that the basic principle 
of fluorescence can be best expressed as fol 
lows: fluorescent light is what is called a 
“Short thrust” light. To understand. this 
better, consider a garden hose. When water 
is passed through this hose without the 
nozzle, it will be ejected with little force. 
The minute the nozzle is attached, the water 
will come out in a fast stream. The present 
incandescent lighting is projected from its 
source in the same manner as the water trom 
the hose with the nozzle on it. 

Because fluorescent light will not bounce 
does not mean that fluorescent light is not 
desirable. The bouncing effect of incandes 
cent lighting has been accepted because of 
habit. When we see an area lit with incan 
descence, we actually see the highlights cre 
ated by the bouncing light. However, these 
same highlights are extremely distorting to 
the form of the object illuminated by this 
bouncing light. 

Fluorescent light, which does* not bounce 
with the same sharpness of incandescent 
light, eliminates these distorting highlights, 
so that the actual form of the object illumi 
nated will be much more easily visible. 

There will always be objections to a new 
idea. The greater and more important the 
idea, the greater will be the objections to it 
You may be interested to know that one 
of the earliest developments in artificial elec- 
tric lighting was the mercury vapor tube, 
which, in effect, is the basis of the present 
fluorescent tube. The reason this tube was 

tt developed at that time 1s because man, 
through his habit, had been accustomed to a 
package of gas light. The container holding 
this gas light was small and compact. There- 
tore, this longer package of light or the 
mercury vapor tube of light which had been 
developed was too big to be accepted by 
rian who was thinking in terms of small 
eas light. 


Don't forget that during this early devel- 
opment of light, man was being sold the idea 
of electricity alone. There was plenty of 
resistance to this “fantastic idea.” 

The displayman has the greatest oppor- 
tunity in this generation to gain his due 
recognition in the department store struc- 
ture if he will study the principles of fluo- 
rescent lighting. It belongs in his sphere 
of operations because the basic principle of 
fluorescence centers around better visibility 

which is another way otf saving better 
display. 


"Structural Bends" Announced 
By Stensgaard Division 

Production & Supply, a division of W. L 
Stensgaard & Associates, Ine., 346 North 
Justine avenue, Chicago, has announced 
“Structural 
smooth, tempered Masonite and designed 


Bends,” produced in- strong, 
to meet the requirements ot modern con 
struction for window and interior store dis 
plays, backgrounds, industrial exhibits, ete 
Structural Bends are formed in’ various 
curved designs from 12, 16, 24, and 48-inch 
widths of Masonite. They are said to be 
easy to cut, finish, and install and provide 
great flexibility for quick rearrangement of 
settings. 

\ catalogue showing the many uses of 
this new display product is available on re 
quest to the address given above. 


Safety Talks Featured 
At Cleveland Meeting 

The June meeting of the Cleveland Dis 
play Club got away from the usual talks 
on display. Instead, several representatives 
of the city’s educational committee addressed 
the displaymen on traffic safety, pointing out 
how they could cooperate in the present 
campaign against automobile accidents. This 
was tollowed by demonstrations of cosmetics 
display and crepe paper handling by Wil- 
liam Thompson, Al Carroll, and Vern Smith, 
ot the Advance Display Service 

Plans are being made for a moonlight 


horse-back ride and for a club pien 


Doane Wins Prize 
For Washer Display 

Although complete details of the results 
of the national Kasy Washing Machine dis 
play contest have not been received, it is 
learned that second prize of $100 has been 
won by H. W. Doane, Sterling Furniture 
Company, San Francisco. The display com 
pared yesterday's wash-day to that of today 


Dan Hansen Recovering 


From Operation 

Dan Hansen, display manager, Clarke & 
Co., Peoria, Ill, recently underwent a major 
operation, from which he is reported as re 


covering satisfactorily. 


( 
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T OUT 


FOR 


DISPLAYS 


MADE WITH THE 





are consistently successful in command- 


ing attention and compelling sales more 


effectively than any other point-of-sale 


advertising. 


Use the Cutawl to reduce your display 


costs and increase your profits. 


Write for Catalog and Details 
of Easy Payment Plan 


INTERNATIONAL REGISTER CO. 


13 S. THROOP ST., CHICAGO 
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problem) 


Turn all your mechanical 
worries of display anima 
tion over to the SpeedWay 
Technical Service—just send 
a rough sketch of the motion 
or series of motions you 
want and indicate the ap 
proximate timing. These 
experts will work out the 
cheapest, most economical 
way to get this action with 
out charge ... will send 
you detailed specifications 
and prices for motor and 
mechanisms. 


Only SpeedWay can rightly 
offer this service, for only 
SpeedWay has a complete 
line of pendulum units, back 
geared “flea power” motors 
and turntables built and 
powered for display anima 
tion. 


“In display advertising it’s 
ANIMATION, and in Anima 
tion it’s SpeedWay.’’ Write 
for Circulars and SpeedWay 
Animation Manual. 


Display Motion Division ' 


1839 South 52nd Avenue, 
CICERO, ILL.. U. S. A. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS ——_=_e 





—The apt selling compor 

son between cars and r 

dios, and an_ attractiv: 
touch of sex appeal in th: 
Sylvania "Service Girl,” | 
a winning combination, ac 
cording to Hygrade-Sy 
vania Corporation. Cre 
ated and produced in col 
laboration with the radic 
tube firm by Einson-Free 
man Company, Inc., Long 


Island City, N. Y.— 


—Colorful and accurate re- 
productions of Palm Beach 
cloth swatches are used for 
the background of the 
Palm Beach display panel. 
The frame stands out and 
is of simulated wood. De- 
signed by Hans Flato, the 
display was produced by 
Einson-Freeman— 


—Just as an aside, the 
“Merry Widow" cocktail 
is made as follows: ™%4 
Dubonnet, % Noilly Prat 
French vermouth; chill and 
serve with slice of lemon 
peel. The display plaque 
seen in the illustration is of 
34 fir plywood, with a full 
color bunch of red and 
white grapes as the center 
of interest. The eight col- 
ors were reproduced by a 
combination silk screen and 
printing process, followed 
by a semi-gloss lacquer— 


—Machinery in the display 
window of the Smartwear- 
Emma Lange Shop, Mil- 
waukee, might seem incon- 
gruous, except for a mer- 
chants’ drive to show how 
local industries serve the 
nation. The machinery is 
by Allis Chalmers, and is 
used in the manufacturing 
of cotton fabrics. W. D. 
Owen is display director 
for Smartwear-Emma 
Lange— 


—A new presentation case 
for watches reaches a new 
high for luxury and glam 
our, according to its spon- 
sor, Benrus Watch Com- 
pany. The box has a bur- 
nished gold-colored dome 
which revolves to open and 
close. The circular plat- 
form and "block'' are of 
burgundy velvet. The 
Farrington Manufacturing 
Company, Boston, makes 
the box, which is being ap 
plied to the entire Benrus 
line— 
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DISPLAY STUDIO PROBLEMS: 
XI. Complicated Synchronization 


[Continued from page 22] 


gear on the mechanics and caused the horse 
to “pinwheel” or turn around as he was 
rotated around the table. 

The mule was animated in somewhat the 
same fashion with a motor under the table 
operating his legs and causing the mule to 
“walk.” At a certain point on the table a 
trigger was released as the turn-table ro- 
tated and Homer Holcomb, rodeo clown 
who walked behind and held the mule’s tail, 
was kicked rather severely by the mule and 
abruptly fell on his haunches. Later, a lever 
picked him up before entrance back into the 
corral gate. 

Other cowboys standing in front of the 
fence were then animated, though to a lesser 
degree than those sitting on the fence, by 
levers running down from the camshaft, ani- 
mating their heads and arms. 

Gene Autry and his two companions, who 
sway from side to side and beat time with 
their feet while Autry sings a song, were 
animated by an additional motor and other 
cams operating their legs and pulling their 
bodies back and forth from the hips. Autry’s 
head—and Abe Lefton’s head—was hollowed 
out and the jaw cut so that the mouth could 
be operated in simulation of speech or song. 

The exacting job of sound synchronization 
was next. The circuits of the five motors, 
lights, and the solenoids operating the cow- 
boys’ arms were all to be controlled by 
Robophone, so all these circuits were con- 
nected through this sound svstem-record 
player to be turned on and off at the exact 
spot required. A 16-inch, fifteen-minute re- 
cording was made, using the actual voices 
of Abe Lefton, master of ceremonies, and 
Gene Autry. As the record was played, the 
circuits to be turned on and off at the re- 
quired intervals were determined = and 
switches timed and set, thus making positive 
that perfect synchronization would be as- 


—Below is seen the completed exhibit, meas- 

uring 23 by 20 feet by I5 feet high. The sound 

issues from two speakers at the upper corners. 
A 30-watt amplifier is used— 


N 


Te WORLDS ONLY 
MECHANICAL RODEO 
——— 
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sured at all times—which, incidentally, has 
been the case. 

The camshaft operating the figures sitting 
on the fence is left running all the time, so 
that this animation is giving the display 
continual movement, whether or not a 
“show” is being put on. Shows are put on 
by the mechanical rodeo exhibit about every 
half hour, except when crowds request per- 
formances oitener. To start the show it is 
necessary to turn but one switch; from there 
on everything operates automatically. With 
the turning on of the switch, the record is 
started and a voice describes briefly what 
the exhibit is all about and the various con- 
tests held at rodeos. Abe Lefton is then in- 
troduced and the solenoid in his head is 
switched on, picking up impulses from a 
“speech synchronizer” that operates his 
mouth exactly as though he were talking. 
Leiton gesticulates and ballyhoos the buck- 
ing horse act he will bring on in a_ few 
minutes. Then he introduces each of the 
cowboys in the show by name, and each 
cowboy waves his arm in salute as he is 
called on. Solenoid circuits are “made” and 
broken to secure this effect—one that never 
fails to bring a laugh from the crowd. 

Gene Autry then sings a song. The motor 
is turned on, animating him and his two 
companions, and the mouth action is 
switched to Autry’s mouth while he sings. 
His arm also bobs rhythmically, as though 
he were strumming the strings of his guitar. 

Lefton introduces some of the other cow- 
boys, then brings on the climax of the show 

the riding horse act. Amid the sound of 
shots and “wahoos” the entrance gate in the 
corral suddenly slams open and the realis- 
tically bucking horse jerks the rider crazily 
on his back as the turn-table slowly rotates 
him around the platform. The exit gate 
opens, the ten-second horn sounds, signalling 
victory for the rider, and the horse passes 
through the exit gate into the corral again. 
The slowly plodding mule makes his en- 
trance with Homer Holcomb hanging onto 
his tail. The mule kicks and Homer falls 
down while Lefton makes wisecracks over 
the “microphone.” Finally, Homer manages 
to get to his feet again just before passing 
through the exit gate. Lefton says goodbye 
and the fifteen-minute, four-act show is over. 
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ATTENTION --- 
WINDOW TRIMMERS 


Surplus Lots of 
Chrome and Stainless 


Metal Mouldings 


Assorted Lengths and Widths 
Also—Sign & Price Tag Frames 


Close-Out Prices 


100 Piece Assortment—$ 5.00 
200 Piece Assortment—$ 9.00 
500 Piece Assortment—$20.00 


Special Prices for Limited Time Only 


Order Today—Satisfaction 
Guaranteed 


Dasco Products Corp. 
EAST DETROIT, MICHIGAN 








FREE CATALOG 


36 Pages of Ideas—the products of the best 
makers at factory prices—stands, mirrors, 
lamps, sign holders, garment racks, manne- 
quins forms, turntables, furniture, fluores- 
cent lighting, cases, etc., elc., etc. 


Write today for this big book, there's a 
snappy idea on every page. 


THE FIXTURE MART Inc. 


314 W. Jackson Boulevard Chicago 











Lighting one after an- 
other, without motor, 
without wiring—that’s 
the new idea of our 


electrical contacts and 
color flashers. Time- 
able, AC, DC. Write 
for details. 


TRENTON, N. J. 








“Serving the Display Profession” 
Distinctive Display Equipment and Novelties 


NAT SIEGEL 


39 W. 37th St. New York City 
Bet. 5th and 6th Ave. Phone Wi 7-8485 








ePlease Mention DISPLAY WORLD 
When Writing Advettisers 
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“Tops” In L.A.D.M. Contest 


won numerous 


photograph 


Three men, each of whom 
awards in the annual 
contest sponsored by the International Asso- 
ciation of Display Men in connection with 
the organization's annual convention, were 
the contest judges for spe- 
“consistently 


display 


singled out by 
commendation for good 
work” in this competition at New 
York City, June They were Carl V. 
Haecker, Montgomery Ward & Co., Chi- 
cago: D. M. Tice, Tepper Brothers, Plain- 
field, N. J., and Wagner, J. L. 


Brandeis Stores, Omaha, listed by the judges 


cial 
year's 
25_ 9D 


( worge I I, 


in that order. 

The judges (Raymond M. Martin, Con- 
solidated Edison Company of New York, 
Inc., Lester Beall and Robert Bolton, both 


artists, and Dana O’Clare, Lord & Taylor, 
all of New York City) precipitated a heated 
controversy when they refused to award 
prizes to contestants in some twenty Classi- 
fications on the grounds that it would be a 
case of asking “Which is least bad?” and 
awarding that entry first prize. They also 


another innovation in selecting an 


added 


entry for “honorable mention” in certain 


classifications, with no first, second, or third 
made for the group. In 


a first prize was 


designation being 
still other 


awarded, second and third places remaining 


instances, only 
vacaiit 

This departure from established precedent 
forth a rain of criti 
fact 


in the contest brought 
cism on the judges’ heads, as did the 
that only winning photographs were on view 
for the delegates \t the 
number of prominent displaymen, the I. A. 
ID. M. board of requested the 
judges to reconsider their verdict on at least 
awards 


instigation of a 
directors 


classifications in which no 


The judges compromised by 


those 


were made. 


giving an “honorable mention” in each of 


these divisions The complete results are 
listed below. 

No. 1—Women's & Misses’ Evening Ap 
parel: (1) DD. M. Tice, Tepper Brothers, 


Plainfield, N. J.; (2) J. E. Vent, Rike-Kum 
ler, Dayton, Ohio; (3) John W. Tarpey, De 


Jongs, Inc., Evansville, Ind. No. 2—Wom 
en's Dresses: (1) Carl V. Haecker, Mont- 
gomery Ward & Co., Chicago; (2) John W. 


Tarpeyv; (3) D. M. Tice. No. 3—Women’s 
Sport Apparel: (1) J. E. Vent; (2) D. M. 
Tice; (3) Wm. Arinow, John Shillito Co., 


Women's Coats and 


(2) Joseph Apolinsky, 


Cincinnati. No. 4 
Suits: (1) D. M. Tice: 
Loeb, Birmingham; (3) 


No. 


Loveman, Joseph & 
G. H. Wagner, Brandeis Stores, Omaha. 


5—Furs: (Honorable Mention) Edward 
O'Donnell, Sisson Bros., Welden Co., Bing 
hamton, N. Y. No. 6—Bridal Display: (1) 


G. H 
Wim. 
W. Tarpey; (2 and 
8—Women’s Shoes: (1) 
(2) D. M. Tice; (3) John W. Tarpey. No 
9—Women's Hosiery: (1) Wm. Arinow; (2) 
The Globe Cleland-Simpson Co., Scranton, 


Pa.; (3) Carl V. Haecker. No. 10—Neck- 


Wagner; (2) Edward O'Donnell: (3) 
Arinow. No. 7—Millinery: (1) John 
3) Carl V. Haecker. No. 
Carl V. Haecker; 








ware and Scarts: (Honorable Mention) G. 
H. Wagner. 
No. 11—Handbags and Umbrellas: (1) D. 


and 3) no awards. No. 12— 
Women's Gloves: (1) D. M. Tice; (2 and 3) 
No. 13—Jewelry: (1) Carl V. 
and 3) no awards. No. 14— 
(1) -D.M: Taree; (2). J-E. Vent: 
Haecker. No. 15—Sewing Ma- 


M. Tice; (2 


no awards. 
Haecker; (2 
Yard Goods: 
(3) Carl V. 


chines: (1 and 2) Carl V. Haecker; (3) no 
award. No. 16—Notions: (1) D. M. Tice; 
(2) G. H. Wagner; (3) Wm. Arinow. No. 
17—Towels: (1 and 2) Carl V. Haecker; (3) 
no award. No. 18—Handkerchiefs: (1) Carl 
V. Haecker; (2 and 3) no awards. No. 19 

Girls’ Apparel: (Honorable Mention) Carl 
V. Haecker. No. 20—Children’s Shoes: 


(Honorable Mention) Edward E. O'Donnell. 


No. 21—Children’s Hosiery: No entries. 
No. 22—Infants’ Wear: (1) J. E. Vent; (2) 
The Globe-Cleland-Simpson Co.; (3) Carl 
V. Haecker; No. 23—Lingerie: (1) Wm. 


Arinow; (2) D. M. Tice; (3) R. A. Staines, 
Tulsa. No. 24—Corsets: (1) J. 
E. Vent; (2 and 3) John W. Tarpey. No. 
25—Bathing Suits: (1) John W. Tarpey; (2) 
EK. F. Brown, Hartley & Son, Fairmont, W. 
Va:: ©) G. #. 


Vandever's, 


: Wagner. No. 26—Men’s 
Clothing: (1 and 2) J. E. Vent; (3) no 
award. No. 2/7—Men’s Shirts: (1) Wm. 
Arinow; (2) D. M. Tice: (3) ‘Carl V. 
Haecker. No. 28—Men's Neckwear: (Hon- 


orable Mentions) G. H. Wagner, D. M. Tice. 
No. 29—Men’s Hats and Caps: (1) E. F. 
Brown; (2 and 3) no awards. No. 30—Men’s 
Shoes: (Honorable Mention) G. H. Wagner. 
No. 31 Men’s Socks: (Honorable Men- 
tion) J. E. Vent. No. 32—Men’'s Gloves: No 
entries. No. 33—Men’s Underwear: (Hon- 
orable Mention) G. H. Wagner. No. 34 
Men's Swim Suits: (Honorable Mention) G. 
H. Wagner. No. 35—Men’s 
Smoking Jackets: (Honorable Mention) G. 
H. Wagner. No. 36—Men’s Evening Ap 
parel (Honorable Mention) Joseph Apolin- 


Robes and 


sky. No. 37—Boys’ Clothing: (Honorable 
Mention) Carl V. Haecker. No. 38—Boys’ 
Furnishings: No entries. No. 39—Toys: 
(Honorable Mention) FE. F. Brown. No. 40 


Sporting Goods: (Honorable Mention) 
Samuel Disston, New York City. 

No. 41—Luggage: (Honorable Mention) 
G. H. Wagner. No. 42—Institutional Dis- 
plays: (Honorable Mention) John Evans, 
Utah Power & Light Co., Salt Lake City. 
No. 43—Civie, Charity and Memorial Dis- 
plays: (1) Carl V. Haecker: (2) E. F. 
Brown; (3) no award. No. 44—Furniture: 
(1) Wm. Arinow; (2) Carl V. Haecker; (3) 
Wm. Arinow. No. 45—Radios and Musical 
Instruments: (1) H. S. Grider, Kansas City 


Power & Light, Kansas City, Mo.; (2) G. H. 
Wagner; (3) no award. No. 46—Rugs: (1) 
Carl V. Haecker; (2 and 3) Wm. Arinow. 
No. 47—Linoleum: (1, 2, and 3) Carl V. 
Haecker. No. 48—Draperies and Curtains: 


(1) Wm. Arinow; (2) G. H. Wagner; (3) no 


award. No. 49—Wallpaper: (1) G. H. Wag- 
ner; (2) Carl V. Haecker; (3) no award. 
No. 50—China and Glassware: (1) G. H. 








O'Donnell; (3) G 
Mention) J. E 


Wagner; (2) Edward E. 
H. Wagner; (Honorable 
Vent. 

No. 51—Silverware: (Honorable Mention) 
G. H. Wagner. No. 52—Gift Novelties and 
Artificial Flowers: (Honorable Mention) D 
M. Tice. No. 53—Books, Stationery, Sheet 
Music, etc.: (Honorable Mention) Edward 
E. O'Donnell. No. 54—Linens and Domes- 
tics: (Honorable Mention) G. H. Wagner. 
No. 55—Bedding : (Honorable Mention) Carl 
V. Haecker. No. 56—Drugs, Toilet Goods 
and Hair Goods: (1, 2, and 3) Wm. Arinow. 
No. 57—Tobacco, Smoking Equipment: (1) 


Carl V. Haecker; (2 and 3) no awards. No. 
58—Provisions, Confectionery: (Honorable 
Mention) J. F. Bronsing, Bry Block Mer 
cantile Corp., Memphis. No. 59—Liquor, 
etc: (Honorable Mention) Samuel Disston 


No. 60—Refrigerators : (Honorable Mention) 
Howard Stanley, Washington Light 
Company, Washington, D. C. 


Gas, 


No. 61—Heating and Air-Conditioning 
(Honorable Mention) John Evans. No. 62 
Ranges: (1) H. S. Grider; (2) A. J. Plewes, 


Ohio Edison, Springfield, Ohio; (3) no 
award. No. 63—Laundry Equipment: (1 
and 2) H. S. Grider; (3) E. F. Brown. No 
64 Bathroom Accessories: (Honorable 


Mention) Carl V. Haecker. No. 65—Garden 


\ccessories: (Honorable Mention) Carl VY. 
Haecker. No. 66—Home Lighting: (Hon- 
orable Mention) H. S. Grider. No. 67 


Klectric Appliances, Kitchen Gadgets: (1) 
S. R. Wilson, Florida Power & Light, Miami, 
Fla.; (2 and 3) no awards. No. 68—Vacuum 
Cleaners: (Honorable Mention) John Evans 
No. 69—Automobile Window Displays: No 
entries. No. 7() Automobile Showroom Dis 


plays: No entries. 

No. 71—Automobile Accessories : (Honor 
able Mention) Carl V. Haecker. No. 72 
Hardware, Woodenware and Paints: (Hon 
orable Mention) Carl V. Haecker. No. 73 


Optical, Kodaks, Motion Picture Equipment 
(Honorable Mention) G. H. Wagner. No 
74—Best Decorated Booth, Exterior or In 
terior: (1) John Evans; (2) Howard Stan 
lev; (3) John Evans. No. 75—Best Drawing 
or Sketch offering suggestions for Interiot 
Display: (1, 2, and 3) Carl V. Haecker. No. 
76—Same as No. 75. No. 

mobiles, best decorated: 
tion) W. R. Wilder, Phelps-Dodge Co.. 
Douglas, Ariz. No. 78—Best 3 Hand-Let- 
(i, 2, and 3) Carl V. Haecker 


S 
3 
77—Floats, Auto 


(Honorable Men 


tered Cards: 


No. 79—Best 3 Brush-Lettered Cards: (1 
and 2) John Evans; (3) no award. No. 80 
Best Collection of 3 Show Cards: (1, 2, and 


3) Carl V. Haecker. 
Ladies Ready-to-wear: (1) 
Utilities: (1) John Evans 


Sweepstakes 
John W. Tarpey. 
Davis New Display Head 
For O'Connor Moffatt 

Following the resignation of Alfred Rohl 
Charles FE. W. Davis has been appointe: 
display director for O'Connor Moffatt & Co 
San Francisco. 
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MODERN CHAIN STORE DISPLAYS 
FOR SMALL-TOWN MERCHANTS 


[Continued from page 19] 


Designs are drawn up and the necessary art 
work prepared far in advance of each sell- 
ing season. Then, through quantity produc- 
tion, highly professional types of window 
background material are made available to 
every member at a fraction of the expense of 
preparing these display properties individ- 
ually. 

Together with these standard trimming 
properties, stands, forms, boxes, and display 
tables of various kinds are caretully selected 
and recommended for various size stores, so 
that each merchant may have the necessary 
trimming tools best suited to his particular 
needs. Also, through the use of the uniform 
fixture accessories, it is possible for each 
store to follow very accurately the recom- 
mended window layouts. 

The next step in preparing the scheduled 
monthly display service is to trim the actual 
window, and owing to the different display 
problems of variety and dry goods stores, 
two separate staffs are maintained for these 
two types. Based upon carefully checked 
statistical information on the probable and 
expected sales for each week in the vear, 
and in line with the recommended merchan 
dising policies of the stores, these windows 
are trimmed with the same care and com 
pleteness as though they would be required 
to do a selling job on the sidewalk. 

\s each window is trimmed, it is carefully 
tested for its selling effectiveness, its adapt 
ability, and the simplicity of the trim itself, 
as well as correctness from a merchandising 
standpoint. When the window measures up 
to the requisite standard, it is photographed 
and a detailed trimming diagram made, to 
gether with a listing of the necessary mer- 
chandise, trimming accessories, and back- 
grounds required. 

This information is sent to every Feder- 
ated dry goods store monthly in a publica 
tion known as “Federated Plans,” and to 
every Ben Franklin variety store in a 
monthly publication known as “Planning 
Profits.” 

With these completely detailed trimming 
instructions, together with a photograph ot 
the actual window to be constructed, it be- 
comes a simple matter for any person, no 
matter how limited his experience may be, 
to put in a highly effective shdbw window. 
Also, through the simple use of a window 
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schedule made out in advance it is possible 
for each merchant to anticipate his require- 
ments of trimming merchandise and arrange 
to have the right goods available when 
needed. 

There is another very important consider- 
ation. Inasmuch as windows are scheduled 
to trim on a basis of sales expectancy 
throughout the year, the member-merchant 
is assured oi complete display coverage of 
all departments, key lines and items at the 
time of the year when they will be in great- 
est demand. In other words, the recom- 
mended program windows will always be 
trimmed at the time when the selling pull 
of the merchandise to be featured is at its 
peak. 

As a turther help, every member is sup- 
plied with an operating manual which cov- 
ers all the fundamentals of show window 
display, and which affords an extremely 
usetul book of reference in working out any 
special problem connected with the proper 
display of merchandise and the most effec 
tive showmanship in window trimming. 

\t the same time that windows are pre 
pared, interior displays, sub-line  teatures, 
counter ends, tables and ledges are trimmed 
and photographed so there is a complete co- 
ordination of display effort throughout the 
store, and the customer, attracted by the 
window, will find the selling process carried 
through until she is led directly to the 
point-of-sale display of the item in) which 
her interest has been aroused. 

It would be difficult to over-estimate the 
tremendous value of this voluntary chain 
display service to the independent merchants 
of America who are operating Federated 
and Ben Franklin stores. Each member 
merchant is provided with display materials 
comparable to the very best prepared for the 
chain or department store. He is supplied 
with information on the latest trends in 
trimming and display; he is supplied with 
designs and trimming instructions for every 
season of the year—and furthermore, these 
are presented in such a simple, usable man 
ner, that it is possible for any intelligent 
salesperson to make a good display. 

In a larger sense, it carries into the 
smaller towns the same display standards, 
the same glorification of merchandise which 
is to be found in metropolitan areas; it 
brings to millions of people vearly the op 
portunity for better merchandise knowledge, 
wider ranges of shopping and selection, and 
more colorful and interesting Main streets 





—A new type of flexible mannequin is used in this display at Saks-Fifth Avenue, New York City. 

Supplied by Lloyd Display Equipment Company, Inc., of the same city, it is made of papier 

mache, jointed together in fifteen sections by springs within the form. Although shown as 
marionettes, the supporting strings are not necessary— 
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J. W. Campbell Addresses 
Chicago Luncheon Meeting 

Three great fairs were compared in a talk 
by J. W. Campbell, display director, Carson 
Pirie Scott & Co., Chicago, before a recent 
luncheon meeting of the Chicago Display 
Club. 

Campbell, who has spent some time at 
both the Golden Gate International Expo- 
sition, San Francisco, and the New York 
World's Fair, made particular reference to 
the lighting methods employed. He was full 
of praise for the lighting effects achieved 
at the San Francisco fair, ranking portions 
of it above that of the Eastern exposition 
He told his audience that in visiting the San 
Francisco fair they should time their ar 
rival after dark in order to get the effect 
at its best. 

He also compared the New York fair with 
that held in Chicago a few years ago, stating 
that the former is much more elaborate, but 
that the Chicago fair had by far the loveliet 
setting. 


Progress Being Made 
On Wellington Fair 


\lthough several months remain before 
the formal opening of the Wellington, New 
Zealand, Centennial Exhibition, sufficient 
progress has been made on the individual 
buildings and exhibits to indicate that the 
exposition will be very imposing. C. H 
\ndrews, head of the display firm of the 
same name in Wellington, reports that 
among the wonders of the fair will be a re 
production of the Waitomo Caves complete 
with the “glow-worms” which make the 
caves one of the outstanding attractions of 


New Zealand. 


Henning Joins 
Hastings 
Frank Henning has been appointed dis 


play manager for Hastings, Oakland, Calif 





You spend good 
money for adver- 


ARDBOARD ~ : oney | 
ee EASELS counter merchan- 


jise displays It 
is economy to use the Stand Pat Easel. with 
special lock feature which insures it against fall- 
ing down and relieves the strain the ordinary 
easel encounters. The Stand Pat Easel will out- 
live your display card. Write for samples today. 


Stand Pat Easel Corp., 66-72 Canal St., Lyons, N.Y. 











GLASS SILK (SPUN GLASS) 


Beautiful Waterfall Effects, Motion Displays witl 


and without Colored Lighting. Pure White—Fireproof 
Also Glass Tubes, Rods and Gazing Globes 
When You Attend the New York World's Fair 
Be Sure to See Display at our N } O fice 
Manufactured by 
FRIEDRICH & DIMMOCK 
actory liiville, 
Sales Office: 7 East 42nd St., New York 
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BIGGEST ATTENDANCE IN DECADE 
FOR |. A. D. M. CONVENTION 

[Continued from page 7] 
analysis, and aid in assisting a 
determine its own important factors. There- 
fore, it was pointed out that the extreme 
final form of the research must necessarily 
be a compilation of findings by members of 
the I. A. D. M., and of other organizations 
interested in the success of window displays, 
committee 


store to 


and not the findings of a few 
members. 

“It was also pointed out that the value 
of this compilation would be two-fold. First, 
the compilation would furnish a method of 
winners as in a horse race. If you 
knowing facts you will pick 
favorite by his past performances. 
not always come in first but you 


picking 
are keen on 
your 
He may 
will always (sic) win by betting on favor- 
ites. The compilation that we are talking 
about here will be your method for picking 
favorites based on past performance in your 
store. 

“And, second, the compilation would fur- 
nish us with lists of reminders for 
consideration when planning a window dis- 
play. Bear in mind that it is not our 
thought that every window display should 
contain all of these checking points. They 
are merely reminders of idea stimulators to 


check 


be considered in order to make sure that no 
points are overlooked which might be bene- 
ficial in bringing results. 

“We are handling this a little differently 
researches because it is a co- 
operative plan. By this we mean that when 
completed it will be the combined efforts of 
all members of the I. A. D. M. and others 
interested in the display. The 
committee is acting only as a steering com- 
chart the and coordinate 


from most 


subject of 
mittee to course 
the work. 

‘To chart. ‘the committee 
thought it wise to lay out a_ preliminary 
series of questions and answers to serve as 
starting points for making this 
These questions and answers might be con- 
sidered as an outline for the entire research. 
When review these questions and an- 
swers, it is inevitable that they will guide 
encouraging corrections and additions 
when transmitted to the committee, 
will be coordinated into a_ final 
of opinion representative of all your thought. 
Without this outline of questions and = an- 
swers, it would be impossible to convey to 
you just what we need in the way of mate- 
But with it in your hands you can 
quickly see what we are shooting at, and 
will find it your rec- 
ommendations in such form that they will 
with other 


course’ the 


research. 


you 


you 
which, 
consensus 


rial. 


vou easy to give us 


dovetail smoothly recommenda- 
tions received, 

“As stated previously, the third step will 
be a compilation of your recommendations 
the cooperative plan of re 
search which will be released in book form 
This compilation will assemble the 
combined united thoughts of 
us as to just what a display is 
It will furnish all of us with 
display 


stimulated by 


final 
every one ot 
its types and 
its functions. 

lists of 
It will serve as a means for you to dissect 


check window essentials 
any window display and make possible the 
comparison of successful against unsuccess- 
ful displavs for future guidance. It will 
also contain photographic examples to illus 


DISPLAY WORLD 


trate the thoughts presented. To summar- 
ize—this compilation is to help you analyze 
displays—to find their elements—then, by 
comparisons you will have discovered the 
important factors that contribute to maxi- 
mum results. 

“Just how successful and far-reaching this 
study will be, depends entirely on you. Only 
by sharing your knowledge, and contribut- 
ing liberally from your experiences, will this 
research achieve its maximum value. Every 
one of us now has his opportunity to make 
recommendations. 

“In the final compilation, the names of 
contributors not be linked with their 
contributions, but the names of all con- 
tributors and endorsers will be listed as a 
group. Although there will be a charge for 
the final book, it is our hope to present each 
contributor and endorser with a copy with- 


will 


out charge.” 

The annual banquet and dance was held 
Tuesday night, June 27, at the Astor Roof, 
with good attendance. During the evening 
Erwin Hiffman was presented with a silver 
cocktail service bearing the inscription: 
“Presented to President Erwin A. Hiffman 
for outstanding services rendered to the offi- 
cers and members of the I. A. D. M., 1938- 
1939.” 
display director, Saks-Fifth 
Avenue, was chairman of the day at the 
Wednesday morning session. He introduced 
Erwin Hiffman, who in turn called on Ray 
Martin, art director, Consolidated Edison 
Company, New York City, for a report on 
the outcome of the annual display photo- 
This report, it might be men- 
commotion 


Sidney Ring, 


graph contest. 
tioned, 
among the delegates because of the manner 
in which it departed from precedent. 
Martin, who served as chairman of the 
photo contest, with two artists and a display 
director to assist him, said the contest was 
“not too good.” “Of eighty classifications,” 
he said, “prizes were not awarded in twenty 
judges believing them = un- 
worthy “obvious” efforts to be 
“arty.” In eleven classifications honorable 
mentions were awarded by the judges with 
no first, second, or third prizes being given 
for those particular divisions. “There seemed 
to be no point,’ Martin said, “in saying, 
‘which of these is the least bad’ and giving 
it a first prize; accordingly the whole con- 
test was judged on the absolute 
quality rather than simply putting out prizes. 
On the other hand, if receives a 
prize it is for very outstanding work and 
for that 


caused — considerable 


divisions,” the 
because of 


basis of 
anyone 


the prizes should be valued more 
reason.” 

The committee singled out three men for 
calling their work con- 
sistently These were Carl Haecker, 
ID. M. Tice, Tepper Brothers, Plainfield, 
N. J., and George H. Wagner. The sugges- 
tions of the committee for the future em- 
fewer classifications; slightly more 
nature in the individual classifica- 
higher standards, with more atten- 
tion given to headwork, use of materials 
available, originality, and such similar fac- 


special mention, 


good. 


braced 
general 
tions: 


tors. 

\s mentioned this report 
something of a furor among the delegates. 
Dissatistaction had from 
the first day of the convention because the 
had decided to 


above, caused 


been manifested 


photo contest committee 
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show only the prize winning pictures. Th 
attitude was criticized on the ground th; 
many displays which do not win awards sti 
have ideas for the delegates, who have con 
to look forward each year to the opportunit 
of scanning hundreds of photographs f 
new treatments. After the committee’s r¢ 
port, complaints were loud and numerou 
at what one displayman termed “the effront 
ery of the committee in setting itself up a 
infallible in display and issuing divine rul 
ings as to what is good and what is bad 
instead of simply judging the relative merit 
of the entries for each classification.” 

Several displaymen pointed out to the 
directors that the contest rule 
provide that “no classification shall be 
judged in which fewer than three photo 
graphs are entered”—and hence by inferenc« 
that any division with three or more entries 
should be judged. The directors requested 
the judges to reexamine the twenty classi 
fications mentioned above, and the commit- 
tee compromised by issuing “honorable men- 
tions” for the disputed groups. The prize 
winners will be found listed in another part 
of this issue. 

One of the most interesting and instruc- 
tive talks given during the convention was 
that of Alan A. Wells, manager, sales pro- 
motion division, National Retail Dry Goods 
Association, who chose “If I Were a Display 
Manager” as his subject. The complete ad- 
dress is given elsewhere in this issue. 

Earl Elhart, editor, Executive Retailing, 
was the next speaker, discussing the subject 
“Display Executives or Step Children?” He 
told the delegates that the current period of 
display has seen a sudden flowering in the 
field, and that display has had the imagina- 
tion to borrow much of its technique from 
the theatre. “Display in some sections has 
become a theatre. Especially in the past two 
years creative imagination has been stimu- 
lated. But during this time the same thing 
can't be said of the progress of displaymen 
as executives. Display’s acclaim has come 
from without rather than from within the 
bounds of management. The profession 
should face the fact that other than in New 
York City and a few other cities the dis- 


board ot 


play manager does not enjoy the status of an 
executive, and display is largely at fault for 


its slow recognition. The displayman has 
never been quite able to live up to the title 
of ‘stage manager’ of the show. 

“Compare displaymen to controllers, who 
were formerly littke more than glorified 
bookkeepers, but who are now accorded due 
recognition. They formed their own group 
to analyze their problems, and they have 
made progress because of demonstrated 
ability to produce. 

“Display has mastered its tools,” Elhart 
continued, “but has not sold itself to man 
agement. Management is impressed only by 
results. One of the chief reasons for the lack 
of recognition for displaymen is 
they can’t prove what a good job they art 
doing, and along this line of thought it 
seems there is a great deal of work which 
should be done—doing research on the valu 
of display actual figures. The window 
display evaluation project of the I. A. D. M 
is a step in the right direction. How man 
of you can produce figures to convince mat 
agement of the necessity of replacing fix 
tures? How many of you can give facts an 
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igures on sales made through display? 

“IT suggest that local and national groups 
give more thought and effort along these 
lines, stressing the importance of local 
groups. The national association might plan 
out a program of work for local clubs to 
follow each year. . . . The displayman’s 
viewpoint must be enlarged; the very fact 
that so many top store executives have vis- 
ited this year’s convention is an indication 
that some progress is being made; many 
steps lie ahead. Display is a powerful 
medium, but it must work closely with the 
other tools of management.” 

EK. J. (“Jim”) Berg, for many years a 
displavman and now with a display firm, 
was called on for an announcement concern- 
ing the formation of a new display club 
within the I. A. D. M. He described the 
organization as the “Twenty-five Club,” to 
be composed of men who have belonged to 
the national body for twenty-five years or 
longer, and urged those who are eligible, to 
join the “old timer” group. 

Miss Alice Hughes, fashion columnist, 
New York Journal-American, was the final 
speaker. Talking on “Stop, Look, and Lis- 
ten to the Urge to Buy,” she cited the 
amusement zone of the World’s Fair as an 
example of what to use and what to avoid 
in current store display, saying that when a 
attraction is presented cleverly and enter- 
tainingly it is patronized accordingly, while 
those which are blatant are neglected in 
proportion. “But emotional appeal must 
not be over done,” she warned. “One can 
not sustain a powerful emotion for a long 
period, and as women grasp everything 
through the emotions rather than through 
the mind, displays must be designed so that 
they are not overpowering in this respect. 
Instead, vour displays should keep her in a 
‘buyable’ mood, and this requires study in 
order to learn just how far you can go with 
an emotional appeal 

“Imagination must be used subtly, even 
with old materials. You must not g 
‘gooty with color and drunk with devices.’ 


The over-played color will attract the cus 
tomers’ attention more than the merchandise. 
The ‘trick’ window makes the customer 
wonder how it's done, rather than how she 
would look in the apparel. Women want 
first to see with their eves, then with their 
emotions. It is a point to be remembered.” 

The business meeting of the asseciation 
got under wavy immediately atter Miss 
Hughes’ Richard <A. Staines, 


treasurer, reported on assets and liabilities 


address. 


as of May 31, 1939, concluding with the 
statement that cash in the bank as of June 
28 amounted to $1,521. Liabilities and as 
sets as of June 28 were not given. 

rhe election of officers followed, resulting 
in the election by acclamation of the entire 
slate proposed by the nominating committee. 
No nominations were made by petition or 
from the floor. Joseph MeCann, newly 
elected president, received the gavel from 
Hiffman, and in a short talk pledged his best 


he organization, and 


services in behalf of t 
expressed his gratitude to the delegates for 
their confidence in him. 

The meeting which was to be held 
Wednesday afternoon at the Hall of Special 
Events at the World's Fair was cancelled 
because of lack of attendance—the display- 
men apparently wishing to wander through 
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the grounds instead of listening to the estab- 
lished program. <A. C. Layton Newsom, 
director of merchandising at the fair, was 
to have been the speaker. 

Although no formal addresses on the sub- 
ject were made from the convention floor, 
Toronto, Canada, and Pittsburgh, Pa., made 
bids for the 1940 convention, and it is under- 
stood that Los Angeles may follow. suit. 
The site for next year has not yet been 
selected. 

As usual, Thursday morning was devoted 
to last-minute tours of the exhibits before 
dismantling started promptly at noon—and 
another I. A. D. M. convention had become 
history. 


Prize Winners Announced 
In Red Cross Contest 


The following have been awarded prizes 
in the four divisions of the national window 
display contest conducted this spring by the 
Red Cross Shoe Company, Cincinnati. The 
first five prizes for each division were $100, 
$50, $25, $15, and $15, respectively. 

Cities of less than 25,000 population: first, 
Chester Wolfe, Albert's, Inc., San Rafael, 
Calit.; second, The Golden Rule, Logans- 
port, Ind.; third, Columbia River Mercan 
tile Company, Longview, Wash; fourth, 
Sheridan, Wyo.; 


Middletown, 


Stevens-Fryberger & Co., 
fifth, B. F. Van Sickle, Inc., 
New York. 

Cities of 25,000 to 50,000 population: first, 
Crews-Beggs Dry Goods Company, Pueblo, 
Colo.; second,  Rosenbaum’s, — Plainfield, 
N. J.: third, The Wallace Company, Pitts 
field, Mass.; fourth, J. A. Kirvan Company, 
Columbus, Ga.; fifth, Block & Kuhl Com 
pany, Danville, Il. 

Cities of 50,000 to 100,000 population : first, 


Farr Brothers Company, Allentown, Pa.; 
second, T. Willard Jone S, Phelps Shoe 
Company, Shreveport, La.: third, Crosby 
Brothers Company, Topeka, Kan.; fourth, 
Hale Brothers, Sacramento, Calif.; fifth, 
kK. J. Basker, The Ellsworth Store, South 


Bend, Ind. 

Cities of over 100,000 population: first, N 
Snellenburg & Co., Philadelphia; second, L 
\. Banks, The Hecht Company, Washington, 
D. C.: third, William Arinow, Shillito’s, 
fourth, Carl Ahlroth, The May 
Company, Los Angeles, Calif.; fitth, Gordon 


Shoes, Brooklyn, N.Y. 


Cincinnati: 


Australian Display Club 
Changes Name 

\ display organization known as the Vi 
torian Display Men's \ssociation was 
formed in Australia a couple of months ago, 
but the first meeting brought to light the 
fact that halt the prospective members art 
women. The name has accordingly been 
changed to the Victorian Display Associa 
tion. 


Huge Ostrich Feather Fan 
Is New Display Piece 

\n ostrich feather fan, 45 inches high by 
31 inches wide, has been developed as a 
display piece by the American Bemberg Cor 
poration for windows in which the com 
pany’s merchandise is featured \ theatre 
program in white, illuminated in gold and 
blue, serves as a background for the fan. 
The latter moves slowly back and_ forth 
ana is spotted with a flashing light. 
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GAY COLORS—RADIANT GLOSS FINISH 
See It at Your Service Wholesalers 


THE REYBURN MANUFACTURING CO., Inc. 
Display Division 


New York — PHILADELPHIA Chicago 








Dramatize Your Windows 


by using this modern 
Window Photo Service 


The newest and very best windows in Holly 
wood, Beverly Hills and Los Angeles, divided 
into three specialized services. All photos 8x10 
with complete descriptions. Half of each monthly 
service mailed on Ist; half on 15th. 


Service “A”—DEPARTMENT STORES. 
16 photos monthly; price $9.00 quarterly. 


Service “B’—MEN’S WEAR STORES. 
8 photos monthly; price $6.00 quarterly. 


Service “C”’—for WOMEN’S WEAR 
STORES. 8 photos monthly; price $6.00 
quarterly. 

Order a trial three-months’ service 


today Be the first n 
ise these intriguing 
the film world. 


California Display Technique 


860 South Los Angeles Street 
Los Angeles, California 


ity to 

















It’s the Lines of these 
Mannequins 


that have made 


CORONET 
MANNEQUINS 


Famous from 
Coast to Coast 
Best for Displaying 
Style Apparel 


Write for New Bocklet 
Dept. D.W. 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 37TH ST. NEW YORK CITY 
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Southern California Club 


ODDORTUNRITY EXCHANGE © Het Displey clinic 


Under the sponsorship of the Southe: 
California Display Club and a group o 
West Coast manutacturers of display mate 
SALESMEN WANTED WANTED _= DISPLAY rials and equipment, the first of what ma 

be a series of display “clinics” will be hel 
In All States to Sell MANUFACTURERS on Monday evening, July 17, at the Elk 
Who can use clever designs for novel club, Los Angeles. New developments it 

VELVELUR 87” unite Gxtaves, Bae F vier ead back- display will be shown, and an excellent at 
weounile etc. ‘Tein Aatieen. sain vais tendance is anticipated according to Harol 
The New Background Fabric Paper and ing for group of manutacturers, offer Wright, manager, Domestic Trade depart 
other wide Seamless Papers. See our ad 


in this issue. State experience and quali- 


feations. Excclless aeporenity, REASONABLE FEE. BASIS who is handling much of the detail work i 


connection with the affair. 


THE ACE PAPER CO., INC. Address “BOX KJ’’ Aubrey L. Maley, president of the club and 


display director for The Broadway-Holly 
DISPLA IIVISI - - 
cinhascnislaguini sie Care DISPLAY WORLD wood, will preside at a dinner preceding the 


426 West Broadway New York City 175 Fifth Avenue New York City 








Services. ment, Los Angeles Chamber of Commerce 


session. During the clinic there will be dem 








onstrations of display lighting, display 





ai dramatization, color in display, small store 

W A N T E D WANTED display, ete. Among the speakers are John 

To purchase your last year’s Christmas Cooke, Coulter's; Blu) Pinell, Desmond's ; 

interior and window decorations. John Hench, Walt Disney Studios; Harry 

Monkey Poker Game made by Leading Specialty store in North Caro- Hamilton, Hlenshey’s, Santa Monica, and 
lina desires to secure first-class used dec- Alston Rodgers Electrical Development 

Messmore & Damon. Also orations for Christmas. Mechanical or 

. ° otherwise. 

other Xmas mechanical pleces. Give full description, photos if possible 

eo . (which will be returned), and your sacri- Theodore Morris 

end photos, price, etc. fice price. Joins Mutual 


WHAT DO YOU HAVE? David KE. Stromberg, treasurer and_ sales 
JOS. a ZETTEL yi “ manager, Mutual Sales & Manufacturing 
M O’Neil cS + | Ohi Address XMAS Company, 1101 Power avenue, Cleveland, an 
‘ O., ron, 10 Care DISPLAY WORLD nounces that the firm's designing staff has 
been augmented by the services of Theodore 
B. Morris. “Bark” Morris, who is_ well 
; ° known to the industry through his thirty 
I Displayman-Cardwriter SALESMEN WANTED vears’ experience in scenic and department 
Jesires position. Ten years’ New York : : , 
experience. Design highest type displays experienced, successtul display, manne- 
and backgrounds Married: tall: neat. quin and. fixture salesmen wanted for Behe 
Moderate salary various exclusive territories for large department stores and individual shops. 
uated ” Eastern concern carrying choice selective Morris’ diversified experience includes 
\ddress “J. E.,” care DISPLAY WORLD : 


League. 

















store displays, will devote his entire time to 
the designing and promotion of displays tor 


lines. Write letter giving details and employment as a scenic and commercial art 
territory covered. ist, consultant in the department store dis 








play field, and display manager for a num 


WANTED Address “ALERT” <j 
ber of leading department stores. He also 

14x22 Embossigraph with Type. Must be Care DISPLAY WORLD operated his own Crait Studios, making spe 

cheap and in good condition. EASTERN OFFICE cial displays for many of the largest stores 


\ddress “DISPLAY SERVICE” 175 Fifth Ave. New York City y 
Care DISPLAY WORLD W. H. Grover Wins 


Darling Prize 


The L. A. Darling Company, Bronson, 














Want A Better Job? |Learn Window and Interior FOR SALE CHEAP . 7 ij ! , 

Store Display, Showeard Writing. Background 7 Mich.. with offices and showrooms in Now 

Design, Retail Advertising ales Promotion > Large Cala Lilies, 7 feet high with leaves. pe oe oi a ‘ - 

\dvertising Copy and I yout ( ourses for begin- They were used in our Easter display and cre York ( cy, has announce the winners ot 
sand, Professionals. Individual, practical ited quite a sensation. Can be bought very the cash prizes awarded recently at the 
ining. Placement opportunities. Booklet DW cheap siete cali cnieinist temeiitinel Mspisbelies ud Display 

DISPLAY INSTITUTE : eer , , Men convention. First prize of $50 went to 

16-18 W. 4th St. Cincinnati, Ohio conventi I Oo 


am W. Sith St., Row York Columbus 5-5519 W. Hl. Grover, basement store display man 








ager, J. L. Hudson Company, Detroit. Other 


COURSES in Window and Store Display, Back ADVERTISING — HOME STUDY—The Adver winners were M. F. Long, Sears Roebuck & 
ground Design; Merchandising Ideas: Exhibi tising Minded Displayman is qualified to make Co.. Chicago, $25: J. J. Hughes, E. W. Ed 
tion Displays; Show Card Writing; Advertising the most money. Many have graduated from iy ear OAS ORE ey ee ; 
Copy and Layout. Personal Training—Iindivid this long-established school. Common school wards & Sons, Buffalo, N. Y., 
ial Advancement No Correspondence Courses. education sufficient. Send for free booklet out- Garfinkel, George B. Peck Company, Kansas 
THE RAY SCHOOLS lining home study course and requirements. City. M . S10 . i 
a oy < . 
William F. Ray, Pres.; J. Duncan Williams, Dir. PAGE-DAVES SCHOOL OF ADVERTIOING 
Dept. DW, 116 South Michigan Blvd., Chicago. 3601 Michigan Ave., Dept. 266B Chicago 








Sid: Harry 


Lithographers Reelect 
Staff Of Officers 
i€ initiative The following officers were reelected by 
“sai eee and ability can be used to do a_ better the 
department store. Phirteen years In pres- merchandising job. Three vears’ experi- 
ent position. Excellent references. ence in display, sign work, merchandis- ahi hdc Sadie Oe ee eis 
Address “G, J.” ing. Age, 24; single; references. Ad- ete 8 1 bige : meron a. ic ae EH 
Care DISPLAY WORLD dress “P. J.,” care DISPLAY WORLD. rice Saunders, Chairman of the board; ©. 1 
Wadewitz, president; W. Floyd Maxwel 
secretary; Percival D. Oviatt, general cow 
WANT ADS—Oj all kinds, eligible for the Opportunity Exchange. Only $2.00 per inch, sel; Milton P. Thwaite, vice-president. a1 
cash with order \ugust forms close August 10 treasurer. 














A-1 ADVERTISING AND DISPLAY POSITION WANTED where 
MANAGER seeks new connection with - 2 yaa 


Lithographers National Associatiot 
Inc., at the final session of the organiza 
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THINK THIS OVER 
[Continued from page 23] 
building, like many others, is dedicated to 
the peace and friendship between the two 
nations ... the 
coats-of-arms cover a long wall and the 


great collection of famous 


olor here is a breath-taking sight ...a 
huge relief statue of peace covers a high 
vall with doves and wheels of industry 
about her head and at her feet are project- 
ing battleships . . . an age-old symbol of 
British might which has been badly shaken 
of late ... the world’s 
ecord of 420 miles an hour reminds us t 


fastest car with a 


move on... the size of this machine how 
ever is surprising, especially after seeing the 
“Buttery” is an English 
joke because it’s a restaurant; just to be 


Crosley car... the 


stubborn I paused here to look at the menu 
and then hurried on to a Child's hot dog 
stand . . . Poland with its massive golden 
bronze tower beckoned, and its exhibits 
within impressed me... here was a nation 
displaying its machinery, arts, and craits 
. the small furniture 
groupings were worthy of study .. 


in a bold manner 
. crossing 
the Tide-Gate bridge brought us to the 
Home Building Center; the house that made 
the biggest impression was the House ot 








Glass ... tables and chairs and glass slid- 
The DISPLAY P. AR: ADE 





LASZLO GABOR /S AUSTRO- 
HUNGARIAN BY BIRTH. AN 
AMERICAN CITIZEN BY ADOP- 
TON. VERY ENERGETIC AND 
AN ARTIST OF NOTE......... 
CIS. SPRING HE TOOK A 150 
YEAR OLD LOG CABIN FOR. 
HIS HOME. HE HAS PLACED 


IN IT TREASURES. OF SIMPLE 
BUT BEAUTIFUL HANDCRAFT. © 





WE PROUDLY SALUTE.. 
LASZLO 
CLB OR 


KAUFMAMN DEPT. STORES — 
PITTSBURGH. PA. 


HE FOUGHT FOUR AND ONE- 
HALF YEARS IN THE WORLD 
WAR_ BECAME A PRISONER IN 
USSTA_ ESCAPED, WAS CAUGHT 
AGAIN, WOUNDED TWICE_ HE- 
RECEIVED SW MEDALS . MADE 
FIRST LIEUTENANT... 020 


TEMHES NIERIOR ARCHITEC foes 

TURE AT CNEGIE INST gore 

TUTE WF TECHNOLOGY. 

DID EITENSIVE WORK 

ON THE TENNSUVAMA 
| ALPG..WEW YORK 








WORLDS FAIR. 
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attendant 
had a bruised eye because she tried to walk 
through the dining room wall going to the 
bathroom . . 
glass fixtures would not like this house 


ings doors as big as a wall... 


. displaymen who hate to shine 


, arrive at the Consolidated Edison’s 
City of Light... the 
rama showing a view of the entire city of 


world’s largest dio- 


New York built on a semi-circular stage 
about a block long 1 display language 
this would be a Cutawl nightmare ... you 
stand below and watch the city live for 
twenty-four hours . . the glass exhibit 
showed glass being woven into fabric 

the windows of tomorrow will have glass 
backgrounds as well as glass in front... 
DuPont brings a demonstration of chem 
istry and tells us most of Lucite, cello 
phane, and even the new hosiery really 
come from coal, water, ete . the 
hosiery model was entering her sixty-eighth 
het hose, \merican 
thread .. . eight 
months or more before they will be ready 
for the public . . . the Hall of Industrial 
Science showed many new materials, espe 


day without a runner in 


made down to the last 


cially Plexiglas which will be used in many 
Christmas displays . . Man has his own 
building, but like the brute himself, he 1s 
slow to finish his job . . Hans Flato's 


by Anthony Brinker 





























INV VIENNA AND 
BERLIN HE STUD =F > 


PAINTING AND_ £24 ki. i 
2 ZA =/— 


x ARCHITECTURE 
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Palm Beach display took the prize here... 
here is an inspiring display packed with 
ideas . . . palm tree trunks made of coils 
frozen pure white against a background of 
deep blue ... what a setting for a fur coat 
fashion show . the circular neon towers 
en each side of the rocket-car exhibit would 
make a great Christmas trim for a marquee 

. the rocket car that makes a non-stop 
trip to London in two minutes was a thriller 

the great spectacle comes at darkness 
when the fair becomes a blaze ot gloriously 
colored lights ... it’s now time for the fire 
works, watching a combination ot fire 
water, color, and sound blended together 
like a pertect overture .. the fireworks 
burst forth from hidden places as fountains 
of water rise high amidst a cloudburst ot 
colored lights . a grand finale to a pet 


tect day 





Rattan and 
Bamboo 
Furniture 


Our Factory 
To You 


Write for Folder 
co 
UNUSUAL ProDUCTS Co. 


4568 BEVERLY BLVD. 
LOS ANGELES, CALIF. 
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Goodman New Balloon Sleeve Form |2 
Where To use Them ai “EVE RYWHERE” < 
1. Men's suits t ts, robes as =) 
New Balloon for men "& Paim Beach 325 
Women’s kets ts portswear 2.50 
* Boys’ suits, coats, robes, sweater 2.50 |% 
Fs JOBBERS > 
| Write for Sample for Show Room! = 
< Flexible 
a GOODMAN Sleeve Form COMPANY © 
= makers of the famous ~ 
Goodman Patent Sleeve Forms Motion 
a 19 West 34th St., New York, N. Y. % 
ro) Distributors Wanted - 
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SEE THE NEW 


BRISCHOGRAPHS 


at your dealer or write 


The Brisehograph Co. 


COLUMBUS, OHIO 
Enlarging Projectors for Display Men, 
Artists and Sign Studios 




















Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 


be glad 


tion about anything in 
which you are interested. 


to supply the latest authentic informa- 
the display line in 
If you do not find 


your needs listed on this blank, write a sepa- 


rate letter. 


you wan 
yourself 


or obligation. 


If we do not have the information 
t on file, we’ll find out for you. Avail 
of our service facilities without cost 
This service includes an analysis 


of any display problem. 


| Air Brushes 


| Airpainting Equipment 
Animated Signs 


(] Artificial Flowers 
]) Artificial Snow 


Backgrounds 
Background Colors 
Background Coverings 

] Booths, Floats and Exhibits 


C] Brushes and Pens 


} Card & Mat Board 


C) Cardwriters’ Materials 


Color Lighting 


[) Crepe Papers 
| Cut-out Letters 


| Cutting Machines 
Decorative Papers 


] Decalcomania 


| Display Furniture 
Display Forms 
Display Racks 


f ] Drawing Boards 


] Enlarging Projectors 
Fabrics and Trimmings 


f ] Fixtures 


} Flags and Banners 
Foils 


[] Grass Mats 
[) Hosiery & Shoe Forms 


Invisible Glass 


L] Lacquering Outfits 


Lamp Coloring 


) Lithographed Displays 


Mannequins 
) Mouldings 
} Metal Sheets 
Millinery Heads 
Motion Displays 
} Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
| Plaques (Window) 
Papier Mache Specialties 


& Photographic Blowups 


Plastic and Composition Pieces 
) Price Cards—Tickets 

Price Ticket Holders 

Sale Banners 
|] Socks—Window 

Show Cards 


] Show Card Colors 


Show Cases 

) Show Case Lighting 
Signs—Card Holders 
Signs—Brass— Bronze 
Signs—Electric 
Sleeve Forms 
Stencil Outfits 
Stock Posters 

Store Designing 

) Store Fronts 

} Tackers 

| Time Switches 
Turntables 

Valances 

] Wall Board 

| Window Drapes 

) Window Lighting 


_] Wood Carvings 


‘e Do you wish a copy of their catalogue ? 
a Do you plan to remodel your store soon? 
{) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Firm 
Display 
Street 


City 


Manager 
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Jerome A. Koerber, Strawbridge & Clo- 
thier, Philadelphia, sailed for Europe on the 
Kronprinz Wilhelm. 

Joseph Pompan, for six years with The 
Greenhut Company, New York City, joined 
the Gilchrist Company, Boston, as assistant 
display manager. 

The mid-summer outing of the California 
Display Managers’ and Window Trimmers’ 
Association was held at Ocean Park beach, 
Angeles. A “window. trimming” 
was the featured diversion 
to represent 


near Los 


contest squares 
were marked out on the beach 
windows and bathing girls were used instead 
for the displays. The re 
the outing “The display 
did the best trimming of their 
The day's program was arranged 
A. Kupfer, Ville 
Coulter Dry 


of mannequins 
porter of adds: 
managers 
careers.” 
by the group’s president, C. 
de Paris, and J. A. 
Goods Company, secretary. 

William Krall, had 
display director for Lit Brothers, Philadel 
phia, was appointed head of the department, 
following the William H. 
Bulmer, Jr.. to himself. 

Claude }. Potter, St. Louis, was reelected 
president of the National 
Window Trimmers at the 
convention of the group, 
cago. FE. Dudley Pierce, Sibley, 
Rochester, N. Y 
the board of 


Was 


Jones, Jr., 


who been assistant 


resignation of 
enter business for 
\ssociation of 
seventeenth an- 
held in Chi 
Lindsay & 
elected 


nual 


chair 
New York 
the 1915 
showed 


Curr, Was 
directors. 
selected as the 


\bout 100 


wares in Chicago. 


man. ot 
City 
convention 


site of 
exhibitors 
thei 


JULY, 1929 


annual 


The thirty-second 
the International Association of Display 
Men was held at the Stevens hotel, Chicago, 
with W. L. 
third 
del Brothers, was cenvention 
i; 4 Wieboldt’s, 
the program. J. H 
elected president to 
Ellsworth H. Bates, 
Company, Ui. elected 
vice-president. Kieffer, Jr., The 
ompany, Buffalo, N. Y., was one 
was Carl V. 
Ward & Co.., 


Nemo Corset Company's display con 


chair for the 
Man 


and 


in the 


\llen 


Stensgaard 


successive year. Kagey, 
director, 
charge otf 


Oehler, was 1n 


-veretts, Davenport, 
succeed 


Block & 


Towa, 


Stensgaard. 


Was 


Kuhl Peoria, was 
Clement 
Kleinhans ¢ 
of the 
Haecker, Montgomery 

The 
test was wi Joseph B. MeCann, S. Kann 
Sons Company, Washington, D. ( 


$200 


principal speakers, as 


(Chicago 


mn by 
who re 
Second and 
went as follows: $100, Ke. G 
Brandeis & Sons, Omaha; $75, 


Dittmar, The Ernst Kern Company, 


ceived and a silver 
third places 
Wedell, J. 1 
Lothar 
Detroit 

Fred J 
was elected president of the Seattle Display 
Men's Club. Wally 
Was appointed vice-president, 
\pple. Walk-Over Boot Shop, 
secretary-treasurer. 

W. D. King became display 


Phil A. Halle’s, Memphis, Tenn. 


cup. 


Portmann, Turrell Shoe Company, 


Cheastv’s, Inc.. 
and R. A. 


Was 


King, 


SUEY, 0939 


Dali Biography 
In New Yorker 

Displaymen who have followed the caree: 
of Salvatore Dali, surrealist, will find 
most interesting biographical sketch in th 
issue of The New Yorker for the first week 
of July. Dali's eccentricities are given i 
considerable detail, including the occasior 
when he reputedly attempted to address an 
audience in London while clad in full diving 
costume — nearly being asphyxiated whe 
something went wrong with the air hose. 


Bramson Speaks 


Before Graduates 

Among the speakers at the commencement 
School of Industrial Arts 
June 27, was J. Allen Bramson, director 
Display Institute, 119 West 57th street, New 
York City. Bramson spoke on the advis- 
ability of specialized post graduate training 
as the quickest road to thos: 
showing aptitude during their high school 


exercises of the 


success fc Yr 


days. 





convention of 


made 


manager for 
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The display fixtures illustrated were designed by Gilbert 


Sh: > eusen coant mMmTVea «ai . 
Rohde and fabricated by the Cyrille Steiner Studios, New York e.: hape d to fl ace ul curves sim ply ly 


heating and bending. 


@ Cut to novel shapes—with ordinary wood 


tools. 


@ Drilled, machined, and polished—as easily 


as a soft metal. 


@ Light, durable, unbreakable— retains its 


colorless transparency indefinitely. 


PLEXIGLAS* is a crystal-clear thermoplastic 
acrylic resin available in sheets, bars, and 


rods of various sizes and thicknesses or in 





pieces cut and shaped to specification. 





*Trade Mark Reg. U.S. Pat Off. 


ROHM & HAAS COMPANY, INC. 


222 West Washington Square, Philadelphia, Pennsylvania 





window backgrounds ? 





SOLVE ALL OF THEM 
WITH VERSATILE... 


@ Alert displaymen all over the country are daily finding new 
jobs for Douglas Fir Plywood to do. And this engineered 
lumber is doing them faster, better and cheaper than the 
materials previously used. This is because Douglas Fir Plywood 
has all the good features of real lumber with extra advantages 
of large size, remarkable strength and light weight. Douglas 
Fir Plywood is easy to work with all tools. It is split-proof ... 
holds nails and screws at the edges . . . can be jig-sawed to 
intricate designs without breaking . . . or bent to pleasing 
curves. Its satin-smooth, distinctively- grained surface takes 
any finish. 

Plywood displays are truly economical because they can be 
used over and over again .. . then the plywood salvaged for 
other jobs. Order a supply of Douglas Fir Plywood from your 
lumber dealer today. 


new partitions ? 





"DOUGLAS FIR 


PLYWOOD 
Seal Lumber 


MADE LARGER, LIGHTER 
SPLIT- PROOF 


STRONGER 


Douglas Fir Plywood is 
ideal for flat or curved 
backgrounds. 


It takes any finish: nat- 
ural, stain, paint, plas- 
tics or wallpaper. 


It's unsurpassed shelv 
ing and display rack 
material . . . strong but 
thin and lightweight. 


A perfect protection for 
pedestrians . . easy to 
erect. Strong, durable. 


Buy Douglas Fir Plywood by Grade! 


Douglas Fir Plywood Wallboard —now “grade trade-marked” 
PLYWALL —is most frequently used for interior and window dis- 
plays. For permanent exterior work or outdoor displays, use the EXT 
DFPA grade of Douglas Fir Plywood. Your lumber dealer carries 
Douglas Fir Plywood in convenient sizes up to 4 x 8 feet and in a 
complete range of thicknesses. For more information about this 
engineered lumber, write Douglas Fir Plywood Association, Tacoma 
Building, Tacoma, Washington. 





